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The thermostatically controlled “Insta-Liter” 
Tube admits the air for instant lighting 
and closes when the heater gets underway. 


Woehinetew-Elyieuth _ 
OIL BURNING 
CIRCULATING HEATERS 
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VV BEN your prospect says, “I will think about it —_— 


and let you know,” it means he isn’t sold. (Above) Washington-Plymouth 
. : HEATLINER. Porcelain en- 
That is when you can clinch the heater sale by mak- 2h gnish with chrome trim. 


ing the simple “Forty Second” demonstration of the Right) Washington-Plymouth 
“Insta-Liter.” HEATSTREAMER. Porcelain 
enamel finish with chrome trim.: 


Just drop a lighted match in the firepot, or, better (Lower Right) Washington-Ply- 
still, let your prospect do it and let him see the in- par go ai Porcelain 
stant lighting and the quick, complete ignition in (Below) poor nine Gukicee 
from 30 to 45 seconds. Show him what this means Plymouth. Crystalline finish with 


in speed, convenience and cleanliness. chrome trim. Ray-dor feature. 


Only Washington-Plymouth Heaters have 
this fast demonstration and sales advantage. 
Let it work for you this season. Our repre- 
sensative will give you a demonstration with- 
out obligation. Write or wire today. 


“@" GRAY & DUDLEY COMPANY 
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| mo Nashville, Tennessee 
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FIVE FEET 








YOUR OWN SELECTION 
OF WOOSTER BRUSHES 
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NO EXTRA TABLE OR 
COUNTER SPACE 
REQUIRED 
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YOUR STOCK ALWAYS AT 
CUSTOMER EYE LEVEL 
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LIGHT SPOTS THE SIGN, 
FLOODS THE TABLE 
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BACK-TO-BACK FOR AN 
EFFECTIVE ISLAND 
DISPLAY 


AL AUXILIARY 
“LOCKS 


“The Name YALE Helps Make the Sale” 







USTOMERS usually know what they want—and 
when it comes to locks, nine times out of ten 
they‘Il say YALE. 
























So be prepared. Keep a full stock of Yale Locks on 
hand. It guarantees extra protection for your cus- 
tomers—extra sales for you. 


For further information about any of the complete 
Yale line, contact your jobber or write direct. 


YALE DEADLOCK No. 170 





This lock and its companion, the No. 175 
Deadlatch, provide distinctive advan- 
tages in mortise lock application. The 
bolt is of extruded brass reinforced by 
two hardened steel pins to prevent saw- 
ing. Front plate is of forged brass. 


Suggested retail price. $3.00 





No. 47 AUTOMATIC DEADLATCH 


This lock features an extra throw of the bolt when the 
door is closed. Case has attractive brown wrinkle fin- 
ish. Pin-tumbler mechanism. Concealed screws. YALE DEADLATCH No. 175 
Suggested retail price, $2.10 The construction of this lock is similar to 
that of No. 170. It combines the conveni- 
ence of a spring latch with the security 
of a deadlock, having also the automatic 
feature—deadlocking automatically when 
the door is closed. 
Suggested retail price, $3.30 







If it’s a 
Lock... 








No. 44 YALE DEADLATCH 


Appropriately called ‘‘The Lock That Does Not Forget” Y A L a 


because it deadlocks automatically with an extra throw 


of the bolt whenever the door is closed. Case has nate) 4243 it No. 197 YALE DEADLOCK 


an 


attractive brown wrinkle finish. Operates by key outside 
and knob inside (or No. 444% by key both outside and 
inside) . Suggested retail price, $2.75 


Two vertical steel bolts join the door and jamb into 
an inseparable unit. Choice of bronze or chromium 
plated case. Pin-tumbler mechanism. 


Suggested retail price, $2.75 








No. 10 YALE DEADLOCK 


Known as the ‘‘steel bar’’ lock because its effect is 
like having a bar of steel across the door. Iron case 
with brass wrinkle finish. Pin-tumbler mechanism. 


Suggested retail price, $3.50 
(No. 10% has two cylinders) 


No. 040 YALE SPRINGLATCH 


Iron case with wrinkled brass finish. Pin-tumbler mech- 
anism. Operation—outside by key, inside by turn 
knob. Latch held back by stop. 

Suggested retail price, $1.75 
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mHARDWARE FOR CAREFREE DOORS 











with STANLEY 
.« STORM SASH 
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Photo—courtesy Libbey, Owens. Ford Glass Co. 


STORM SASH FASTENERS 


an a 


Set 1727 


THE glass manufacturers are 
“selling” the added comfort 


of Winter Windows (Storm 





Non-Rattling Sash) to home owners. The 


windows are of no use without 








| 
Set 1718 


the proper storm sash hardware. 


Reversible 
. . 

meme sos That’s where you come in. 

Not Reversible 


Feature the complete line of 
STORM SASH HANGERS 





Stanley Wrought Steel Storm 
Sash Hardware to handle any 





1716 





Wrought Steel window condition. Order a 
1713 
A Used wher 17164 . ° 
nh on ee Weenie Rises stock now from your jobber. 
ons @ush will not permit For heavy sash 
ae eee ng Eagle Be ready for some profitable 


Fall business. The Stanley 


S I A NJ L_ EY Works, New Britain, Conn. 


TRADE MARK 
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1 Super Seal Crimp 


Assures holeproof pat- 
terns. Insures uniform 
shot spread. Adds yards to 
effective range. Has noth- 
ing tostick in barrel. blim- 
inates top-wad “confetti.” 


2 Scuff-Proofing 


Aids firm, squeeze-proof 
¢rimp., Stands abusein box 
or pocket, Guards against 
malfunctions. Makes load- 
ing. extraction easy. Wet- 
proofed by special process, 


3 Seal-Tite Wad 


Insures perfect compres 
sion, Prevents gas-blown 
patterns. Assists in reduc- 
ing recoil, Maintains uni 
form velocities, Preserves 
strength of powder. 


4 Seal-Tite Base 


Seals chamber behind pow- 
der. Prevents sticking of 
fired shells. Protects from 
blow-backs, Helps pro- 
duce perfect combustion, 
Aids uniform pressures, 
velocities. 
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The Completely Modern All-Yardage Pattern Loads 


OUR major developments have 

been combined in the new Ran- 
ger Super Trap and Super Skeet 
shells to produce the highest perfec- 
tion yet attained in controlled, uni- 
formly dense, high-percentage shot 
patterns. 

These developments have result- 
ed in shells that assure holeproof 
patterns—that maintain full target- 
powdering uniformity from edge to 
edge of a 30-inch pattern through all 
standard trap and skeet ranges. And 
shells that are more pleasant to shoot. 


“ 
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** 






The four major developments that 
produce these new Super Trap and 
Super Skeet shells and the benefits 
they represent to your shooting cus- 
tomers are presented graphically at 
the left of this page. 

Be ready to meet the call for these 
ultra modern shells. Introduce them 
to your trade. Attractive folders tell- 
ing the full story of this vital modern 
shot shell development are available 
at your request. Act at once. 

Furnished in standard 12 gauge 
trap and skeet loads. 


WINCHESTER REPEATING ARMS COMPANY 


Division of Western Cartridge Compony 


NEW HAVEN, CONN., U.S.A. 














THE 


“ Aw 
BIG-SHOT 
BUYER / 


WHEN this “big-shot” customer steps up to the 
counter, business booms! He’s the man who 
lands contracts for painting homes, schools, 
factories, etc.— jobs that mean large orders for 
paint supplies. 

What’s the first thing he asks for? Nine times 
out of ten the answer is —white-lead. Sell the 
painting contractor his “lead” and you'll sell 
him everything else he needs. 

So here’s a sensible suggestion. Stock and 
push Dutch Boy White-Lead—the first choice of 
painting contractors and other large users for 
many years—the item that attracts the volume 
buyers to your store. 


Now—better than ever— 


=a ee Break the good news to your white- 

t oO; t vert $ 

comin on sidnotent ame fine aunieatall f _ . - lead customers that Dutch Boy has 

by the Lead Industries A iation. Tyi . a , , : ‘a. 

with ‘this ‘ete will ‘help pour tor dm - been stepped up m whiteness, hid 
ing power and body. This means 


whiter whites and cleaner, sharper 


WHERE PAINTIN NTRA tints — increased coverage — more 
P G CO CTORS a ties a at solid-looking jobs. 

> BUY THIS—— & : ri f Cash in on the increased demand 

} 4% = for Dutch Boy that is resulting from 

one also Ors [ere | ©«=— these improvements. Use Dutch Boy 

buy these '@ = displays in your store and window 


—start a “Dutch Boy” Department 
on your shelves. It pays, 


DUTCH BOY 


PAINTERS’ PRODUCTS 


NATIONAL LEAD COMPANY 


111 Broadway, New York ; 116 Oak St., Buffalo ; 900 W. 18th 
St., Chicago; 659 Freeman Ave., Cincinnati; 1213 W. Third 
St., Cleveland ; 722 Chestnut St., St. Louis ; 2240 24th St., San 
Francisco ; National-Boston Lead Co., 800 Albany St., Boston ; 
National Lead & Oil Co. of Penna., 316 Fourth Ave., Pitts- 
burgh ; John T. Lewis & Bros. Co., Widener Bldg., Philadelphia. 
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Introducing a COMPLETE 
may — ‘Flashlight, Battery & Bulb 
ew» SUPER MERCHANDISER 










I ERE’S the greatest selling flashlight display yet 
offered! A colorful magnet for the eye that 


* re ii f . re . : 
ern. F\ om fr ° combines two sales-pulling displays—one for the big 
a | : fe 
uw 





RN i Fall flashlight season—one for the Christmas Gift 
; } : ; season. A complete, compact flashlight department 






that your customers can’t miss, that stands 53 inches 
high yet takes less than 2 square feet of your store 
space. Displays 14 flashlights, 48 batteries and a 
stock of bulbs and neatly stores an ample sell- 
ing stock in the rear. Bulb and cell tester included. 
Also makes a smashing window display. 


T a Wi oa . . = 
set Yours FREE 


This great Bond Floor Merchandiser is furnished 

to dealers FREE with purchase of a short, well- 

balanced line of profitable Bond merchandise. It 

comes with Bond No. 6056 Floor Flashlight Mer- 

chandiser Assortment which includes: 

2—Two-cell Baby Bronze Spotlights 

4—DeLuxe 2-cell Fixt-Focus Spotlights—2 each Chrome 
and “Sunset” Finish. 

2—DeLuxe 3-cell Fixt-Focus Spotlights—1 each Chrome 
and “Sunset” Finish. 

2—Three-cell Searchlights—Black and Chrome. 

5—Two-cell 22K Copper Spotlights—Streamlined. 

38—Two-cell Chrome Spotlights—Streamlined. 

4—Two-cell 22K Copper Fixt-Focus Spotlights—Stream- 
lined. 

2—Two-cell Chrome and Copper Fixt-Focus Spotlights— 
Streamlined. 

96—No. 102 Super-Power Mono-Cells, 


. Flashlight prices range from 59c to $1.65 
This Super Merchan- complete with batteries. 


diser for flashlights 
pr hee on storage compart- MERCHANDISER ASSORT. NO. 6056 
: ; 
done pm org Pg tate ond batteries is the Total Retail Value...................... $27.66 
diate sale. greatest sales display Dealer Cost ...........ccccsccessesseveeeeee 18.44 


YOUR PROFIT............ 9.22 









































ever offered. Ask your 















jobber’s salesman for It takes but a 
full details. minute to hesoennd 
the top display 
panel, thus turn- 
ing your merchan- 
diser into a strik- 


BOND ELECTRIC CORPORATION ing Christmas dis- 


Division of Western Cartridge Co. play with this in- 
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Super-Service 
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NEW HAVEN, CONN. triguing Santa 
Claus panel. 







CHICAGO, ILL. 






SAN FRANCISCO, CAL, 
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SELL 3 Pennuernon 4 o 


NOT JUST “WINDOW GLASS” 














THE name “Pennvernon” means 


we AT THE NEW YORK WORLD‘S FAIR, 
“quality” in window glass. It means transparency, see the exhibits of Pittsburgh Glass 


: 3 me e in the Glass Center Building, 
resulting in good vision. It means a freedom from dhe Deennnlt Meat at dein 
Building and the All-Glass House. 
At the Golden Gate International 
ties extraordinary in a sheet glass. And it means Exposition, see them in the Homes 
and Gardens Building. 


distortion, a brilliance of finish and reflective quali- 








better windows... because of a better window glass. 


PITTSBURGH PLATE GLASS COMPANY 
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“I’ve been farming all my life. And I’ve 
learned a lot about the mechanical end of 
my job. But I’ve learned a lot about human 
nature, too. I’ve learned to know a good 
thing when I see it—whether it’s steel fenc- 
ing or the human being who sells it to me. 


“Take my local dealer for instance. I know 
him personally—and he knows me. He knows 
what I want—what I can afford to buy. He’s a 
specialist in his line—and his friendly advice 
has been worth real money to me, many a time. 


“When he recommended Republic fence, 
barbed wire, steel posts, galvanized roofing 
and siding, 1 bought them—first, because I 
trusted his judgment—and second, because 
I knew that Republic trusted him, too. 


“After you’ve spent a lifetime buying from all 
kinds of people, you kind of sense real quality 
—and we old timers know it when we see it.” 






The old timers—and the newcomers, too, like Republic 
Products. And it PAYS you to handle them. They are 
made to meet YOUR selling problems TODAY. Back 
of these products are enormous resources, in mines, 
laboratories, mills and highly trained technical men, 
combined with a strong merchandising and advertising 
plan that will help you move products from your store. 
And the Republic dealer franchise is just as up-to- 
date as Republic products. It’s written to help YOU. It’s 
fair—square—and friendly. Write for details—today. 





REPUBLIC STEEL CORPORATION 
( 








IRE DIVISION) 
7850 South Chicago Ave., Chicago, Ill. 
(General Offices: 
Cleveland, Obio) 
Farm products plants 
at Gadsden, Ala., 
and Chicago, Il. ona. OFF 








RePuBLIC 
FARM FENCE 
REPUBLIC 


CHANNEL POST 


REPUBLIC 
BARBED WIRE 





TOS | 
| 
REPUBLIC i) | 
GALVANIZED ROOFING =|) 
ee | 
REPUBUC 4 
STUDDED “Y” POST 








HE LOOKS TO YOU 


—for friendly counse! concern 





ing his farm needs. Don’t riek 
losing his confidence. Offer 
him Republic Products — and 





make sure of his satisfaction. 


A symbol of quality and value 
én teed products for the farm 
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THERE’S A PLUM 
IN THE PIE FOR 
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DEALERS 


With a full line of models covering the 
complete price range of popular 
Washers and lIroners, UNIVERSAL 
Dealers are most enthusiastic over 
their customers’ reception of the new 
line—and they're making extra profits 
from the generous price arrangements. 


If you have not already, you, too, 
should see these beautiful new 
Washers and Ironers and inves- 
tigate the merchandising 4 





LANDERS, FRARY & CLARK, New Britain, Conn. 
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FORKS + RAKES + HOES « SHOVELS + AXES + HATCHETS - HAMMERS - SCYTHES - FISHING RODS AND BAITS + GOLF SHAFTS 











‘New! Norca Dusting Tools 


New value— seven-piece 


set in convenient kit. 


$ 4 95 
Mothimizer and Hoover's book 


on moth-control included with 
complete set (cleaner and tools). 


For real profit, Norca’s the cleaner! 


Carries the greatest name in cleaners—Hoover. 

Made at the great Hoover factory, by Hoover experts, to 
Hoover standards. 

Guaranteed by Hoover—instant acceptance by your cus- 
tomers. 

Serviced by Hoover. No service problem. No customer dis- 
satisfaction. Factory Branch Service Stations or factory 
trained service men in nearly 1000 cities. 

Priced nearly 25% below the lowest-priced Hoover. 

Wanted by every home that can’t afford a Hoover, but 
wants Heover precision manufacture and Hoover perform- 
ance. (Public preference for Hoover 5 to 1 over every other 
cleaner.) 

Styled for beauty—modern design. 

The finest, most efficient brush-type cleaner. Fouls less eas- 
ily—brush easily adjusted for efficiency—easy replacement. 
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New! Norca Hand Cleaner 
Newly designed in modern 1 4 50 


style. Highly efficient. ... 


Complete Norca line—including Dusting Tools and Hand 
Cleaner. 

Quick turnover—quick profits—and complete merchan- 
dising plan. 

ACT QUICKLY—Mail coupon at once. The Norca fran- 
chise in your territory may still be open. 


The Hoover Company, Dept. HA 9-7, North Canton, Ohio 
Gentlemen: 

Is the Norca franchise in my city open? If so, please give me com- 
plete details, and merchandising plan. 


Company Name. ccecececcccccccccesccscssssesesssseresessssessseces 


Street Address. ...+++0+: 
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MORE CUSTOMERS 


WITH THIS NEW 


SN SYNC) NV NEAVNEO) = 


DOUBLE BARREL SHOTGUN 
12 - 16 - 20 Ga. 


to retail at 


A GREAT name a WELL-BUILT smoothly, ¢ ’ positively 
rat will attract 
. } " t + ton t 
i { 


gun a PRICE that 


your jobber 
Fox Gun Division 


SAVAGE ARMS CORPORATION 


Utica, New York 
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MANNING-BOWMAN 


| Hiifll Ficus OD 


SAWRAP-UP 


FOR NEW SALES | 
EXTRA PROFITS 









































Clever, modern display that 
makes customers Stop— Look 
—and Buy! A main feature of the 
Profit Package Deal! It’s yours— 


FREE! 


National Advertising — In 
DOMINANT publications, blan- | 
keting your markets of best pros- 
pects. Creates desire for Manning- 
Bowman merchandise—builds 
prestige and traffic for your store. 


Free Helps For Your Store — 
Nine new envelope enclosures 
on Manning-Bowman Best Sell- 
ers, Imprinted with your name— 


all FREE. 


Choose Your Stock from the 

Best Popular priced line in 
the Appliance field. All listed by 
Underwriters Laboratories, Inc. 





YOUR OWN CHOICE! Act Now! No strings to this offer. 
With the Free Salesmaster Display. you pick your own stock of 
Manning-Bowman winners. Ask your distributor about this ex- 
traordinary offer. Get from him the complete Manning-Bowman 
Appliance Catalog. 
MAKE MORE SALES! MAKE THEM EASIER! —with 
Manning-Bowman established low-priced appliance leaders. And 
Long Profit “Extra Feature” Automatics, 

Get off to a flying start with the Profit Package. Offer is good 
until September 30. 
MANNING, BOWMAN & CO. 


New York, N. Y. Chicago San Francisco 
200 Fifth Ave. Merchandise Mart 150 Post St. 






NEW 
SALESMASTER 


Display Fixture 
Built of beautifully 
lacquered wood—coral, 
grey and white. 29% 
inches wide at base, 
321% inches high. Easy 
to set up—for perma- 
nent use. 


FREE! 
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BACK ON THE AIR SEPTEMBER 17** 





“G-E MAZDA HOUR OF CHARM” returns to N. B. C. 
Red Network to help you sell 
more G-E MAZDA Lamps 


























EW guest features! ‘The new G-E MAZDA Hour of 
Charm” with Phil Spitalny and his All-Girl Orchestra 
goes back on the air Sunday evening, September 17th at 10 
o'clock {Eastern Daylight Saving Time}. 
Here’s a program that every one of your customers will 
enjoy hearing. And every wired home in your community 
will be a potential audience for this brand new show. 
It’s another powerful advertising force . . . in addition to 
magazines, and newspapers . . . to help you sell more G-E 
MAZDA lamps for Better Light-Better Sight. 
It will tie-in with General Electric’s big light-conditioning 
program by featuring the right size bulbs in the right places, 
Certified I.E.S. Lamps, and other equipment for light-con- 
ditioning. 
Tune in and tie-in with the new “G-E MAZDA Hour of 
Charm.” Listen to the program every Sunday evening your- 
self and invite your customers to do so. 


Returning to the air at the start of the “eyestrain season’’, the G-E MAZDA 
Hour of Charm will be a ey Peon Sor bringing the Better Light-Better 
Sight story into every wired home. Effective merchandising plans for 
dealers to tie-in with this program are ready for immediate use. 


G-E MAZDA LAMPS 
GENERAL @ ELECTRIC 


16 HARDWARE AGE 





2222 ae 


Sait 


“4 


il 


ERE 
pap 
loadir 
tramoc 
PER ' 
d skee 
e out 
IFO] 
d skee 
ere a 
ncent! 
ions 
rcenté 
ese a 


are to tl 
hotog! 


et the 
UPER 
early de 
" 


| 
4 












E UP NEW SALES OPPORTUNITIES FOR YOU! 


ERE are the most important improvements in shot shells since the es SUPER SEAL CRIMP 


paper tube first replaced the old all-brass tube! FOUR major advances 
loading practice—the result of exhaustive ballistic research, utilizing 
tramodern scientific equipment, developed by WESTERN. The new 
PER TRAP and SUPER SKEET Loads embody advantages every tra 
d skeet shooter wants. They are available in the Western XPERT brand! 


e outstanding feature of the new SUPER shells is the remarkable 
NIFORMITY of the DISTRIBUTION of the shot pellets at ALL trap 
d skeet ranges! 


‘ The All-Yardage Loads! 


ere are no patterns with an extreme, high percentage of the pellets 

ncentrated in the center, leaving a too-thin fringe of shot in the outer 
ions of the 30-inch circle. There are no patterns of abnormally high 

rcentage. 

ese advantages are just as important to the fast skeet shooter as the 


dre to the 16-yard trapshooter. They were achieved with the aid of flas 
hotography and the exclusive Flightometer. 


et the extra business made possible by these new SUPER TRAP and 
SUPER SKEET Loads!_Order from your jobber immediately to insure 
tarly delivery. 


WESTERN CARTRIDGE COMPANY, East Alton, Illinois 


meee 


TSR aru. 
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“35 YDS. 


nmounces the Completely Modern Shot Shells— 
SUPER TRAP and SUPER SKEET Loads 


The ONLY Shells With All These Modern Features: 


@ SCUFF-PROOFING 
@ SEAL-TITE WAD 


@ SEAL-TITE BASE 


These three patterns show that shot charge at 40 and 45 yards. The 
there are as many shot pellets in the shot charge spreads out uniformly 
outer 6-inch ring at 35 yards as are over the entire 30-inch circle at ALL 
placed in the same area by the same 


Assures holeproof patterns. 
Insures uniform shot spread. 
Adds yards to effective range. 
Has nothing to stick in barrel. 
Eliminates top-wad “confetti.” 


Aids firm, squeeze-proof crimp. 
Stands abuse in box, or pocket. 
Guards against malfunctions. 
Makes loading, extraction easy. 
Wet-proofed by special process. 


Insures perfect compression. 
Prevents gas-blown patterns. 
Assists in reducing recoil. 

Maintains uniform velocities. 
Preserves strength of powder. 


Seals chamber behind powder. 
Prevents sticking of fired shells. 
Protects you from blow-backs. 
Helps produce perfect combustion. 
Aids uniform pressures, velocities. 













SUPER SEAL CRIMP! 


Eliminates the top wad. 
Provides uniform crimp- 
ing pressure. Nothing to 
interfere with the true 
flight of the pellets. Noth- 
ing to stick in barrel or 
mechanism of gun. 



















40 YDS. 











trap and skeet ranges. 
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RED CEDAR SHINGLE BUREAU 
HAILS NEW WHITE LEAD DRIVE 


ERE is good evidence of the attention 
H attracted by the new advertising cam- 
paign, recently launched by members of the 
lead industry. 


Month after month, this campaign will stay 
on the job—multiplying the effects of all other 
advertising for white lead brands. 
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That means more interest—new demand for 
white lead paint— more white lead sales for 
paint dealers. It’s good business for you to 
get your share. 


LEAD INDUSTRIES ASSOCIATION 
420 Lexington Avenue, New York, N.Y. 


HARDWARE AGE 
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| ae wg ERS have to make every dollar count. So 
they usually check up on products before they 
buy. They ask their friends—and they find that 
U-S-S StormSeal Roofing is s the choice because it 
gives so much for the money. It stops leaks, resists 
rust and makes a fine appearance. 

A fact important to you is that customers can see 
the leak-proof features that make StormSeal such 
a good buy. With two StormSeal sheets, or the 
handy StormSeal demonstration unit, you can show 
them StormSeal’s double drain, cross crimps, pres- 
sure lip, tensior®curve and flat nailing seam. 

There’s real money in products that give cus- 
tomers what they want. And you can make Storm- 
Seal a big seller in your store. Stock StormSeal. 
Tie in with StormSeal advertising by using sales 
helps that are available on request. And show Storm- 
Seal’s features to your customers. Do this and you'll 
get more roofing business. 





GET MORE FENCE SALES WITH THESE 
POPULAR U:‘S‘S FENCES 


AMERICAN FENCE--known by farmers all over the country for 
its sturdy construction and long life. Available in a wide selection of 
weights and specifications. Also a full line of American T, American U 
and Angle posts. 


AMERICAN LAWN FENCE and CYCLONE LAWN FENCE are 
attractive, durable fences that provide inexpensive protection for 
homes, lawns and flowers. Heavily galvanized to resist rust. Comes 
in five heights—from 24” to 54”. Two styles to choose from-—single 
or double loops—steel gates to match. 


HEX-CEL POULTRY NETTING makes neat, sturdy pens. Goes 
up easily and holds its shape. Meshes are even, perfectly aligned. Gal- 
vanizing is smooth and even. When you sell customers Hex-Cel you 
get their repeat business. 


U-S°S STORMSEAL ROOF 


CARNEGIE-ILLINOIS STEEL CORPORATION, Pittsburgh and Chicago 
AMERICAN STEEL & WIRE COMPANY, Cleveland. Chicago and New York 
COLUMBIA STEEL COMPANY, San Francisco 


United States Steel Products Company, New York, Export Distributors 





FREE Roofing Manual that will 
help you build sales. Your cus- 
tomers will like this new Storm- 
Seal Roofing Manual. Tells how to 
measure and estimate requirements 

how to apply StormSeal to all 
types of roofs. Full of instructive 
pictures and diagrams. See your 
jobber--or write us- for a supply 
of this helpful book. 





. . . the mark they 
remember when they 
need steel products. 


HEX-CEL POULTRY NETTING 


STORMSEAL ROOFING AMERICAN FUR FARM NETTING 
AMERICAN LAWN FENCE CYCLONE SCREEN CLOTH 
CYCLONE LAWN FENCE CYCLONE HARDWARE CLOTH 
GATES AND FITTINGS BLUE BONNET BALE TIES 
AMERICAN BARBED WIRE NAILS, TACKS AND STAPLES 
PROTECTOR POULTRY FENCE CLOTHES LINES 
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At MOTOR O GALEN 


@ Galena Motor Oil is a “natural” for your regular customers—and 






















a real drawing-card for new ones. 


For Galena is the /ast word in quality motor oils! Now two types: 
Original Galena at a new low price—a superior Pennsylvania motor 
oil that makes cars, trucks and tractors start easier, develop greater 
horsepower and run cooler with less sludging, less gumming and 
less crankcase dilution ... And Super Galena Fortified with Galena’s 
high quality p/us extra strength, extra lubricity, extra protection the 
year ’round. Write for details of the Galena Profit Plan—or see your 
hardware jobber today. 


GALENA OIL CORPORATION * General Offices: 405 Butler St., Cincinnati, Ohio + Refinery at Franklin, Pennsylvania 


NOW TWO BLUE RIBBON O/ILS—TO REACH ALL THE MARKET 





Retails at 25¢ Retails at 35¢ 
—. a . GALENA MOTOR OIL = : 
| @ One of the first Pennsylvania oils. Blue 
00%. PURE PENNSYLVANIA Ribbon winner at 7 World's Fairs! A super- 


lia p* quality lubricant. 
| f fa" | SUPER GALENA FORTIFIED 


‘age . a ca ee @ New refinery process makes this the 
GALE NA “oiliest” of all lubricants. Improves per- 
THE BLUE RIBBON OF THE ; ¢ formance—purges motor of unwanted de- 


HARDWARE INDUSTRY MOTOR oll | posits—protects under heaviest loads. y 0 T 0 R 0 L 
«ce C7 1088 2 


NEW ee oat e é 
ONLY $16.07 Se as 
Puts you in the motor oil business with enough stock of Galena and Super Galena Fortified in seasonal 
SAE grades in one and five quart cans to display well; also a can display stand, banner, signs, etc. 
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YOU CANT MISS! 


| BIG PROFITS ON AMMUNITION COME EASY 
WHEN YOU HANDLE THE FASTEST SELLING BRAND! 
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That’s why dealers agree with shooters... 


ATURALLY ... your ammunition sales 

will be greatest if you carry the brand 
most shooters prefer. And that’s Remington! 
Remington makes the fastest selling line of 
ammunition in the world! 





Prepare now for a record sale of Remington 

shells and cartridges this fall. Latest reports 

a indicate a plentiful supply of ducks and upland 

d . } iat game. NOW’S the time to put your Remington 

guns and ammunition on display. And watch 
them sell! 

Remington ammunition is made with power 
to spare, with special loads for every kind of 
fc game. Remington shot shells, Shur Shot, Nitro 
r Express and Arrow Express, (the aristocrat of 

shot shells, with lacquered body and extra high 

1 . dl , bead) are double Wet-Proof—an original Rem- 
5 ret ington development indispensable to duck 
4 ‘ hunters or shooters who hunt in wet weather. 

: | ‘ All three have Kleanbore priming, progressive 
‘ burning powder, corrugated bodies and gas- 


tight wadding to keep every ounce of super- 
power behind the shot. No wonder these shells 
; are the outstanding choice of shooters every- 
‘a 4 7, where! 


More advertising power, too! 


Thirty-five magazines in the Outdoor, Class, 
Boys’ and Farm fields, with a total circulation 
of over 11,138,013, will carry the story of 
Remington guns and ammunition to practically 
every shooter and prospective shooter in the 
country! Here’s a program that’s svre to step up 
your sales ... and your profits! Order a full 
supply of Remington guns and ammunition 
from your jobber now. Remington Arms Co., 
Inc., Bridgeport, Conn. 


GET YOUR LOCAL THEATRE TO BOOK “GUN PLAY,” new 
all-shooting movie. Produced by Pathe. Distributed 
by RKO. Expert gun handling on five ranges 
simulating actual bird shooting. Put up a special 
display and let this picture make business for you. 


EXTRA POWER 
shooless 
EXTRA SALES 4 yon 


AMMUNITION HAS THE WALLOP HUNTERS WANT! 


Ses ON Kleanbore 22 ammunition has long been 
the first choice of shooters. And it’s easy t© see why. Be- 
leanbore .22’s give them the POWER and ACCU- 


cause K 
{ four different cartridges 


RACY they want, plus 4 selection O 
at the same low price. 


Kleanbore* Hi-Speed* .22’s give long range, extra power, 
d fine accuracy: They're an ideal load for 


flat trajectory an 
know it! 


small game and pest hunting—and well shooters 


* Hi-Skor* .22’s have added velocity, flat trajectory, 


Kleanbore 
hoof like pre 


and above all, exceptional accuracy! Look and s 


mium priced ammunition, but sell for the price of regular .2 2’s. 


Standard velocity Kleanbore .22’s are a favorite load where 
fast velocity is not needed. They are the recognized standard 
for gallery target shooting and plinking- They’re good for 
hunting and trapping, too» because they do not tear uP pelts. 


Kleanbore* Kleankote* Az a special dry lubricant 
which makes them clean to handle. The jubricant positively 


will not rub off or soil. Won't wear the barrel. “Kleankote” is 


dry in the hand yet slick in the gu®- 
Get your assortment of Remington Kleanbore 22 ammuni- 
tion on your shelves and on display NOW. 


“CORE-LOKT” BULLET MAKES REMINGTON CENTER FIRE LINE 
EVEN MORE OUTSTANDING THAN BEFORE! 


NEW 


Hii: is one of the greatest advances ever made in the manufacture 
of sporting rifle ammunition—4 new development that will increase 
the profits of dealers who handle it. 

The new Core-Lokt bullet greatly increases the effectiveness of center 
fre sporting rifles on medium anc big game. It gives controlled mush- 
rooming 4t all hunting ranges, with mini isintegration OF loss 
of bullet weight. The lead bullet core is positively locked inside the 
new, heavy metal jacket. 

This new bullet, available in 18 popular cartrid 
hed leadership in center fire ammuni 
tion, the popular Hi-Speed and Express lines have been extended to new 
d the right combination of bullet weight, type of bullet and 
It into the Remington line to make it right 


ges,will further increase 
Remington's esta tion. In addi- 


sizes, an 
powder charge has been bui 
for every kind of game, any make of gun- 


Remington 


“Shur Shot, Nitre Express, Arrew Express, Kleanbore, Wet-Proof, Hi-Speed, Kleankote. and Express im 
are Res U.S. Pat Of.; Hi-Sker and Core Lokt are trade marks of Remington Arms Co.. nc. 
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e The fine reception given the Mercury 
De Luxe models earns them a place in 
every well-rounded Christmas stock. 
They are tops in “de luxe” and surpris- 
ingly moderate in price. We feel that 
they are the most beautiful bicycles 


in production. 


Their “eye appeal” 
has been tested on 
hundreds of sales 
floors in competition 
with virtually every 
other make and the 





results have been very gratifying to us 
and very profitable to the merchants. 


These fully equipped models are styled 
to sell themselves and priced to compete 
in the volume market. If you have not 
already included them in your Christmas 
stock, by all means 
let us send you com- 
plete catalog and 
prices at once. 
s 

THE MURRAY OHIO 
MFG. COMPANY 


CLEVELAND, OHIO 




















SEPTEMBER 7, 1939 











LET HER JUDGMENT BE YOUR GUIDE | 


to Better Enamelware for 
Your Housewares Counter 
































NON-POROUS 


The MEMCO vitreous enamel surface is 
non-porous. Very few give any thought 
as to whether the cooking utensil sur- 
face is porous or not, but women know 
by experience how much scouring it 
takes to keep a porous surface clean. 
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@ She knows by experience that 
there is a vast difference in vitre- 
ous enamelware. She knows the 
superiority of better enamelware 
over other types of cooking uten- 
sils. What she knows is your 
opportunity, that is, to have 
MEMCO vitreous enamel kitchen 
utensils on hand in your house- 
wares department. For graceful 
dignity and lasting beauty in 
vitreous coloring ““Memco Decor- 
ated” ware has no equal. 


THE MOORE ENAMELING 
& MANUFACTURING CO. 


DEPARTMENT H.R.A. 939 © WEST LAFAYETTE, OHIO 






Tested And Approved By Good Housekeeping Institute 


BUY MOORE...SELL MOORE ENAMELWARE 
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All The Newsstands in Town 
Are Selling It FOR YOU 
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ur Display the “HANDY” FILE NOW! 

7e This month seven leading national magazines carry another 

2n advertisement of the current national campaign that has : 

" already made the new “Handy” File the best-known file in 

e- America! Now is the time to display it. The “Handy” File is 
] ideal for all Fall “fix-up” work. Put the colorful display box 1] 

u in your window and on your display table. Your customers | 

in are reading about this file — will want one. i 

r- | 


HANDY FILE | 


eer 


10 





One side of the Black Diamond “Handy” File is single-cut, for 
edge-tool sharpening and smooth finishing. The other side is 
double-cut for quick metal-removal. Bright orange handle 
with convenient hang-up hole. And every “Handy” File is 
Cellophane-wrapped. They’re selling well everywhere. If you 
haven’t a box of these files, order one today from your jobber. 
It will pay you. Nicholson File Company, Providence, 
Rhode Island, U. S. A. Canadian Plant, Port Hope, Ontario. 
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i LEX ANNOUNCES 
5 NEW PROFIT- MAKING ITEMS 













Delray 
Completely 
Automatic 


Model 





Non-electric 


Spray Tea Maker 
$3-95 


Special 
ented 


Bowl & Tea 
SPmY $9.45 





Electric Model 
L Spray Tea Maker 
$5.95 
Catalina 5 
Coffee 


Service 





STARTLING INVENTION 


Completely Automatic ~:1¢x 
“set it — and forget it” 


All you need do is plug in the cord — flip the switch — and 
set Anyheet Control at one of the low heat graduations — 
and forget it. When the water rises to the upper bowl the 
electricity is turned off automatically. When coffee returns 
to the lower bowl, Anyheet Control takes over automatically 
— keeps the coffee at drinking temperature indefinitely. 


The convenience of “being able to forget” is a big sales 
compeller. Capitalize on it. Feature the completely automatic 
Silex Glass Coffee Makers priced from $7.95 up. 


For users who have a recent electric model the SILEX 
Automatic Attachment will immediately convert their unit 
into a completely automatic coffee maker. Price $2.95. 


Revolutionary Development 
New «i1ex Spray Tea Makers 


The Silex Spray Tea Maker, the first really scientific tea maker, 
meets the experts’ requirements. It brews perfect tea — because 
bubbling boiling water is sprayed down on top of the tea 
leaves. The leaves have ample room to expand in the upper 
bowl. And after the tea has brewed the proper length of time 
it is automatically drawn off the leaves into the preheated 
lower bowl — where it can be kept at drinking temperature. 


A huge, virgin marker — seven out of every eight families in 
the country — want the new Spray Tea Makers. Profit from 
this demand. Sell either complete models (electric or non- 
electric) or the special vented upper bowl and Tea Spray for 
getting double pleasure from Silex Glass Coffee Makers. 


Here is Your Gift Market 
“On a Silver Platter” 


This exclusive coffee service consists of the new silvery satin 
chrome and ivory Catalina model Silex Glass Coffee Maker 
(equipped with Anyheet Control for keeping coffee at drink- 
ing temperature — indefinitely), a beautifully engraved silvery 
satin chrome tray with ivory handles, and a crystal clear glass 
creamer and sugar which snap into chrome shells pierced in 
the Catalina design. (Also available in bright chrome finish.) 


It is an ideal gift for Christmas —for anniversaries — for 
brides. It is a coffee service to feature — profit from — all 
through the year. 

THE SILEX COMPANY... HARTFORD, CONN. 


mi —p 4 


TRADE MGAK REGISTERED U.S. PAT. OFF, 


ANYHEET CONTROL ON ALL COFFEE MAKERS PRICED at $5.95 up. AND ON ALL TEA MAKERS PRICED at $6.95 up 


PYREX BRAND 





GLASS USED. EXCLUSIVELY 





UPPER BOWL HANDLES ON ALL MODELS 
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Beruanizep fence gives you a sales- 
clinching “‘Yes”’ to every demand farmers make for fence: 


They want tight fence. Bethanized fence is made 
with rugged hinge-joint construction, tried and proved 
dependable over a period of many years. It’s proof 
against foraging hogs, keeps valuable stock safe from 
marauding animals. 


They want strong fence. Bethanized fence is woven 
of rugged full-gage steel wire that has the strength to 


HOG TIGHT 
BULL STRONG 
FIGHTS RUST 


| BRTHANILED 
FENCE | 


Wh VN 
‘glee 


Wy \' 


hold the most powerful farm animals, year after year. 
Once erected, bethanized fence is there to stay for a 
long time. . 


They want fence that fights rust. Bethanized fence 
is way out in front in rust-fighting ability. This fence 
is protected by a crackproof coating of 99.9+ per cent 
pure zinc, a coating that’s absolutely uniform over 
every inch of the fence. Underneath this long-lasting 
armor is a core of rust-resisting copper-bearing steel 
that fights rust to the last ditch in its own right. 


Stock bethanized fence. It costs no more than ordinary farm fence but sells a whale of a lot 


faster, and builds customer good will in the bargain. 





BETHLEHEM STEEL COMPANY 
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HIBBARD’S 
RENTAL RETAIL 
PRICE SERVICE? 


@ Thousands of Hibbard customers are 
getting business they would otherwise lose 
—speeding up their turn-over—keeping 
their inventory down—thanks to this sen- 
sible, practical low-cost service. Here is 
how it works: 
Subscriber-dealers are furnished with a 
big, loose-leaf catalog which pictures and 
describes in consumer language over 40,000 
items Hibbard’s carry in stock for immedi- 
ate delivery. Prices shown are retail prices, 
competitive prices that will get you the 
business. Twenty-six times a year our sales- 
men insert new pages, remove old ones, 
keep your book always up-to-date. / 
Thus dealers can limit their stocks to 
fast moving merchandise—yet supply their 
trade quickly with any slow moving or 
higher priced items by selling from this 
illustrated book. 
The retail prices are right. The mark 


up, as you'll agree when you receive our 
























invoice, is right. It varies, of course, with 


each item. But Hibbard’s sees to it that 


your profit is all that it can be to get you 
the business. 

With this Price Service spotlighted in 
the center of your store, you can book all 
kinds of business which you are now losing, 
keep slow sellers out of your inventory, 
improve your service to your customers 
and increase your turn-over, your liquid 


cash and your profits. 


Hibbard’s are first with store catalog for consumers 
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It’s a real 
eye-opener— 


THE NEW 
wooD 



















Here’s a shovel that will really open your customers’ 
eyes to the fact that all shovels are nof the same. 
Because this shovel has the I-Beam . .. the new Wood 
feature that gives 30% greater strength in the section of 
the handle above the socket where most shovel breaks 
occur. It’s light, strong, and remains tight and firm under 
all conditions of weather and usage. Customers who know 
shovels recognize its advantages at first glance; those 
who don’t are quick to realize them. 


Order the new Wood I-Beam shovels now from 
your jobber—display them in your window or 
outside of your store where they can be seen. Avail- 
able in all Wood Closed-Back and Hollow-Back shovels 
with the exception of Grade “‘C” Piqua Brand. The Wood 
Shovel and Tool Company, Piqua, Ohio. 


“IF IT’S A WOOD—IT’S GOOD!” 


pa LETT MAKERS FOR THE WORLD 
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SHOVELS SPADES SCOOPS 
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Informal Editorial Comments 





Diverted Retail Sales :— 


Recent comments about the di- 
version of retail sales from regu- 
lar retail channels have provoked 
considerable correspondence. One 
reader, thoroughly competent in 
his facilities for investigating the 
problem, challenges my comment 
that “wholesalers are servicing 
such trading to the detriment of 
their own dealer-customers.” Says 
he, “Have yoy not overlooked the 
fact that the retailers themselves 
might be supplying these opera- 
tors with their merchandise?” It 
is this reader’s thought that re- 
tailers will sell, one at a time at 
a discount, to agents who seil con- 
sumers at wholesale prices in or- 
der that their own _ purchases 
direct from manufacturers will 
merit special price consideration 
due to its aggregate volume, 
greatly increased by this “outside 
channel selling.” This could be 
so, but it is questionable if a 
dealer could get sufficient quantity 
discount by such procedure when 
by selling these “phoney whole- 
saling to consumer” outfits he ac- 
tually kills his only opportunity 
for full retail price sales in his 
own community. I can picture 
some short-sighted retailer trying 
for such business in a location 
somewhat removed from his own 
center, but surely it would be 
suicide in his own trading area. 
The wholesaler, on the other hand, 
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by CHARLES J. HEALE 
EDITOR, HARDWARE AGE 


could presumably retain at least 
some part of his margin in such 
selling which is the reason for 
suspecting he is the source of sup- 
ply for such houses. Also, his 
operations cover a much relatively 
wider territory than is serviced by 
a retail store. 


Further Comment :— 


This same reader elaborates on 
his point saying: 

“Of the three cooperating 
distributive links, I think the 
wholesaler is probably least re- 
sponsible for diversion of con- 
sumer purchases from retail 
outlets. The manufacturer is 
somewhat at fault because he 
makes the consumer accustomed 
to receiving a discount by pub- 
lishing fictitious list prices. (By 
fictitious list prices I mean re- 
tail prices from which practi- 
cally all consumers secure a 
discount.) This sort of thing 
trains the consumer to seek out 
the source of supply with the 
longest discount. The retailer, 
however, must shoulder the 
burden of the responsibility, 
because it is his desire to se- 
cure a better margin on his 


regular retail trade that makes 
him allow a non-stocking leech 
a long discount on the latter’s 
large cumulative purchases, in 
the hope that the volume thus 
secured will entitle him to a 
lower price from the whole- 
saler or manufacturer.” 


The Answer?: 


There is only one answer to this 
problem, and that is fair-trade re- 
sale price maintenance contracts 
in the 44 states permitting such 
regulation of consumer prices. 
With such contracts in force it 
would not matter, particularly, 
where or how “wholesale prices to 
consumers” outfits obtain their 
merchandise — from manufactur- 
ers, wholesalers or retailers. No 
matter how cheaply they buy or 
fiom whom, resale price contracts 
under existing fair-trade laws 
would assure minimum consumer 
prices on branded goods. On 
goods that can be marked with 
serial numbers, manufacturers 
wishing to curb such improper dis- 
tribution could do some costly 
police work, but the fair-trade con- 
tracts offer the simple and sure 
procedure and would definitely 
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eliminate all price-cutting on 
branded goods. 


Circulating Heaters :— 


In this issue is an article devoted 
to the huge market available for 
the sale of oil-burning space heat- 
ers, plus data on several leading 
makes of such equipment. In the 
investigations incident to the prep- 
aration of this article, the editorial 
staff of HaRpwareE AGE was pleas- 
antly shocked to learn that a $750,- 
000,000 sales potential exists for 
space heaters, and to further learn 
of the rapid strides made by pro- 
ducers in bringing out new and 
improved models. Still another 
major favorable factor is the wide- 
spread utility of such heaters and 
the varied type of prospects avail- 
able to hardware dealers in all 
types of communities regardless of 
population. Read this article and 
ask your wholesaler to give you, 
immediately, particulars about the 
line he handles, the price range, 
the margin and the special selling 
features. Get some heaters on dis- 
play in your store and in your 
window and get busy working up 
a prospect list for some concen- 
trated outside selling. Oil-burning 
space heaters merit your best mer- 
chandising talents and provide, at 
attractive margins, another golden 
opportunity for some major item 
selling—sales at higher units that 
will tend to offset the many inci- 
dental small change sales that are 
the backbone of every hardware 
store’s business and the items 
which encourage hardware store 
trafic. Your wholesaler can also 
provide you with selling aids fur- 
nished by the manufacturer and 
can assist you in developing your 
share of this market. 


Jobbers’ Catalogs :-— 


From a Southern hardware 
wholesaler comes this observation : 
“We print our own catalog here 
on our premises and only ask for 
some cooperation in obtaining 
electroplates.” This comment is 
inspired by my recent comments 
on the practice of some jobbers 
asking manufacturers for cash aid 
when producing catalogs. Cer- 
tainly it is perfectly fair to ask 
for electrotypes or even prepared 
jobber catalog pages. Practically 


32 


all manufacturers are pleased to 
supply their own electros for this 
purpose and many are also equally 
happy to provide prepared pages 
on their wares. Such cooperation 
is considerably different from a 
money donation toward a selling 
cost that should definitely be as- 
sumed by the distributor as a part 
of his operating costs. 


Surplus Cotton :— 


Another Southern wholesaler 
writes about the surplus cotton 
problem, suggesting that manufac- 
turers utilize cotton containers (or 
containers with a cotton base) 
wherever suitable and thus help 
use some of the extra cotton pro- 
duced in the South. If this idea is 
practical from a container produc- 
ing angle, it would certainly help 
create a new and broad market for 
surplus cotton, help improve gen- 
eral business in the South and give 
manufacturers selling in the cotton 
belt a “plus” to talk about in their 
efforts to sell their own merchan- 
dise. When cotton is going well, 
wholesale and retail distributors in 
the cotton-producing areas enjoy 
satisfactory and profitable busi- 
ness, which in turn reflects itself 
in increased orders from the very 
manufacturers who might find this 
cotton container idea practical. 
Very definitely this thought merits 
earnest consideration from all pro- 
ducers of packaged goods. 


Plumbing :— 


In practically all sections of the 
country organized ‘master plumb- 


ers have endeavored to make it 
difficult for hardware dealers to 
enjoy a profitable sale in bathroom 
equipment and related plumbing 
sundries. They have successfully 
sponsored “public health” laws, 
local ordinances, etc., prohibiting 
any but licensed master plumbers 
to make installations which, for a 
time, has a tendency to restrict the 
sale of such equipment to the 
plumbing fraternity. Despite this 
practice, most wholesalers are to- 
day in position to assist hardware 
dealers operate a profitable plumb- 
ing goods department. They are 
also able to help a dealer establish 
a model, modern bathroom dis- 
play, arranged like an actual bath- 
room, which idea has been prov- 
ing a sales winner wherever tried. 
The model bathroom display helps 
sell the “ensemble idea” a com- 
plete unit at a given price. If 
space permits it is well to establish 
more than one such display to pro- 
vide a range in price per ensemble 
and thus attract the trade of varied 
pocketbooks. In keeping with the 
current trend toward home mod- 
ernization and to very modern 
kitchens and bathrooms in even the 
most modest of new homes, there is 
in all parts of the country a sub- 
stantial market for new bathrooms. 
Plumbing equipment is profitable, 
attractive, and appeals to a basic 
home instinct and requirements. 
Ask your wholesaler’s salesman 
about his line-up on bathroom 
equipment and sundries, if you are 
not already established in these 
lines. You will find this a profit- 
able department, particularly in 
the smaller communities. 








Danger Ahead: 


We just received a letter from our neighborhood association (de- 


signed to make our part of town more livable) . . . 


which says that a 


certain hardware merchant will be pleased to grant 10 per cent discounts 


on over-the-counter cash purchases . . 


. discounts of 10 per cent to 


20 per cent for cash purchases of $50 or more by individuals . . . and 
discounts of 20 per cent to 35 per cent on group orders placed through 
the Association! . . . Wonder if this hardware merchant doesn’t know 


that we'll tell the other neighborhood associations . . 


. and that soon 


everybody will be wanting and asking for a discount. . . . Wonder if he 
doesn’t know that we’ve been trading with him for years without even 
thinking about a discount. . . . Wonder what he is thinking about, 


anyway? 


—J. T. Meek, executive secretary Illinois Federation 
of Retail Ass’ns in his “Retail News Briefs.” 
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New in America - : - But World Famous for Its Exclusive Patented Faster Cutting Features 


NOW Distributed Here By 
GENERAL STEEL WAREHOUSE CO., INC. 


Ready for Immediate Delivery --- Through Qualified Jobbers Everywhere 


Bushman Saws—made in Sweden—of special processed Now—Bushman Saws will be distributed here by the 
Swedish Steel—are famous the world over for their nationally-known GENERAL STEEL WAREHOUSE CO., 
exclusive, patented, faster-cutting features and time and INC. A wide set-up of leading jobbers everywhere 
labor saving advantages. assures dealers the best of service. 


You'll Sell MORE Bushman Saws --Because They Give You MORE to Selll 


You simply can't appreciate the superiority of the 
world-famous Bushman Saw until you use it and 
feel the ease and speed with which it cuts! Rakes 
and cuts on BOTH forward and backward stroke. 
Cuts twice as fast! Lighter but stronger. Handy. 


Bushman Saws are ALL made entirely of finest spe- 
cial processed Swedish Steel. Sawblade is equipped 
with famous Bushman patented teeth—fast cutting, 
easy to sharpen—remains sharp longer! The Bush- 
man patented Bow Frame needs NO tools to as- 

ble. The Bush Saw is a BETTER Saw—and 











——"\ BU SHMANE = 


an EASIER one to sell! Many patented features. Popularly priced. 
There’s a BUSHMAN SAW for Nearly Every Purpose! 
Bushman Adjustable Frame Bushman Non-Adjustable Frame 





Bushman Saws 





are made entirely of 
special processed 
Swedish Steel 


Especially popular for home garden, farm, camp- 


— | UL —— ing and all around use. Equipped with patented 


Bushman Blade. Cuts fast and smooth. 


The Bushman patented a Bow Frames “ 

require no tools to assemble or take apart. As- one 

sembled easier, faster. = frame porte can be Ask Your Jobber How to Get This Bushman Cross Cut Saw 
lost. 500 Ibs. tension. Sells on sight! BUSHMAN DISPLAY STAND rz 


Specially suitable for cutting small 
FREE timber. Supplied with famous 
patented Bushman teeth that cut 
easier, smoother, faster. . 








Bushman Patent Saw Blade 


rar Enel er ea 


Made of special processed Swedish Steel. Pat- 
ented faster-cutting Bushman teeth. Easier to 
sharpen. Holds cutting edge longer. All Bush- 
man Blades are sold filed, set, ready for use. 





Remember There's a 
BUSHMAN SAW 
for Every Purpose 


And all Bushman Saws are made of 
special processed Swedish Steel. 
Cut faster, sharpen quicker, hold 
cutting edge longer. Bushman Saws 











The Nordic Raker Blade 





tt i they’ 
a. | NORDIC 7. The Bushman Display Stand gets attention— eS hy a 
SELLS — bi - ee 20 _ - 
; *1¢— Holds three saws as ** and 42" sizes) as Quality Built—Popularly Priced 
br apne = ecg ater Sak stool seid filed illustrated. Ask your jobber how to get one Nationally Advertised 
- 7 FR 


set, ready for use. 


@ Ask your Jobber or write us at once for Literature @ 
on complete BUSHMAN Saw Line, prices, etc. 


Bushman Saw Beg ig oe STEEL WAREHOUSE CO., INC. 


Division of: 


1830 N. Kostner Ave., Dept.19 Chicago, Ill., U. S. A. 
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TAKING THE MYSTERY OUT 


By ADON H. BROWNELL 


Chapter 58—Advanced Course 








ADLOCKS are indeed a 

bread and butter item in 

every hardware store—start- 
ing with the popular 10 cent pad- 
lock up to the finest pin tumbler 
cylinder padlock selling for sev- 
eral dollars each. Every hardware 
dealer is faced with the problem of 
how many kinds he should carry 
to meet the demand. 

Padlocks retailing from 10 to 
25 cents naturally can offer little 
value in the way of real protection. 
They have their place, of course, 
and will always be in demand be- 
cause of their price. As the price 
increases so does the protection 
and in most cases protection is the 
real reason for which the padlock 
is bought. 

In many hardware stores I have 
noticed a tendency to make, figura- 
tively speaking, an international 
exposition out of the padlock stock. 
Usually I would suggest few makes 
and better stocks to meet all price 
ranges. 

It is to be recognized that as a 
chain is only as strong as its weak- 
est link, so is a padlock only as 
strong as its most vulnerable point. 
So it might be well to consider 





Fig. 1—Padlock eye. 
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Padlocks 


SHACKLE 


Pe] SHACKLE 
Dy SPRING 





T_MASTER RING 
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TUMBLIR 
SPRINGS 


Fig. 3—Cut open illustration 
of extruded brass pin 
tumbler padlock. 


what are the most vulnerable points 
in a padlock. 

Probably the most vulnerable 
isn’t actually in the padlock itself 
at all, but in the hasp into which 
the padlock fastens. Certainly an 
ordinary hasp fastened on with 
ordinary wood screws offers little 
protection as long as the screws 
can be removed with an ordinary 
screw driver and hasp, padlock, 
and all removed without ever open- 
ing the padlock at all. 





Fig. 2—Store door hasp and staple. 





Fig. 4—Master laminated padlock. 


The finest and strongest padlock 
in the world would be useless in 
such a case. So if your customer 
really wants protection, start with 
the hasp. If a common hasp is 
used sell stove bolts with it and 
have your customer rivet the bolt 
fast to the nut so that it cannot be 
easily removed. 

Safety hasps have overcome 
most of the problems of protecting 
the most vulnerable spot, but even 
these can be quickly pried loose if 
the wood screws go into soft wood. 
Even on a safety hasp stove bolts 
with washers are good insurance. 
Padlock eyes into the edge rather 
than the surface of the door are 
also good. Fig. 1, illustrating pad- 
lock eyes as manufactured by 
Francis Keil & Son, Inc., shows 
what I mean. This firm also manu- 


HARDWARE AGE 





OF BUILD 


















Fig. 5—Chicago Lock 
Company—Ace padlock. 


factures a store door safety hasp 
used with bolts as previously de- 
scribed. See Fig. 2. ~ 

Having our hasps properly fas- 
tened, we will turn to the padlock 
itself to look for vulnerable points. 
Many of the cheaper ones are eas- 
ily sprung open by a quick blow 
on the case because the locking 
mechanism is light and insecure. 
Heavy sturdy locking levers are 
important for real security. 

To my mind, this point is more 
important, more vulnerable and 
less easily detected than any other 
point in the padlock. Know how 
the padlocks you see are protected 
as to the locking lever. 

Next in ease of attack is the 
shackle. One of soft steel or brass 





Fig. 6—Fraim disk padlock. 
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can be sawed off with little trouble 
and for this reason hardened steel 
shackles have become a matter of 
good practice in the higher priced 
padlocks. 

It may seem strange to those 
students of this course who may 


Fig. 7—Four-disk tumbler 
spring shackle padlock. 


be beginners in the study and sale 
of builders’ hardware that I 
would place hasps, locking levers, 
shackles ahead of the key way and 
keys as the most vulnerable points 
on a padlock, but really they are. 

For I would rather have a door 
locked with a secure hasp, a 
sturdy locking lever and hardened 
steel shackle padlock of simple 
two-lever or warded key way than 
I would to have the finest pin tum- 
















Fig. 8—Bicycle 
type padlock 
with long 
shackle. 
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Fig. 9— 
Bicycle 
padlock. 





bler key way construction with an 
ordinary hasp, light locking lever, 
or soft steel or brass shackle. 

The final word, of course, is to 
have all these good features plus 
the best type of cylinder pin tum- 
bler lock construction where it is 
possible or advisable to do so. 

It is frequently found desirable 
to have padlocks with chains at- 
tached to insure their not being 
mislaid, lost or stolen. Almost all 
of the manufacturers make them 
that way when so ordered. 

The better grade of padlocks can 
be master and grand-master keyed 
and the pin tumbler type can be 









Fig. 10—Eagle combination padlock. 
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used on the same system as other 
pin tumblers in a building as out- 
lined and described in Chapter 41. 

Fig. 3 shows a cut open model 
of a Corbin Cabinet Lock Co., New 
Britain, Conn., extruded metal pin 
tumbler padlock. Note their roller 
bolt, which in this case becomes 
what I have previously called and 
many other manufacturers do call 
locking lever. This is a patented 
unique feature in the Corbin line. 

This firm, as well as many 
other manufacturers, features a 
complete line of padlocks from 10 
cents to $8.00 retail value. Space 
does not permit a complete de- 
scription of this line or others. I 
can only hit the high spots in such 
a chapter as this and no student 
should assume in any of these il- 
lustrations that any attempt has 
been made to catalog even a por- 
tion of any one line. 

For example, the Master Lock 
Co., Milwaukee, Wis., has been 
very successful with a padlock 
built up from a series of steel or 
brass plates securely wedge riveted 
together under extreme pressure, 
such as is shown in Fig. 4. This 
illustration is only one of the many 
padlocks this firm makes. 

The Chicago Lock Company 
makes a seven-tumbler padlock 


which they call their “Ace.” This 





Fig. 12—Best padlock with 
dust cap-removable plug. 


embodies a different principle than 
is used on any of the other pad- 
locks which are described in this 
article. Fig. 5 illustrates this prin- 
ciple better than words can. 

Another example, Fig. 6, is a 
five-disk, cylinder padlock made 
by E. T. Fraim Lock Co., Lancas- 
ter, Pa., who also make pin tum- 
bler and many other padlocks as 
well. In the catalog of the Segal 
Lock & Hardware Co., New York 
City, in Fig. 7 is another popualr 
disk tumbler padlock, a selection 
from Segal’s large line of pad- 
locks. The disk cylinder has 





Fig. 13—Yale adjustable 
ratchet shackle padlock. 


proved quite popular in padlock 
construction. It is less expensive 
than the pin tumbler type. 

Fig. 8 shows a bicycle padlock 
type using a long shackle from the 
Safe Padlock and Hardware Com- 
pany, Lancaster, Pa., catalog. It 
has many uses, of course, besides 
locking bicycles. Padlocks can be 
obtained with various length 
shackles. The bicycle padlock 
shown in Fig. 9 is manufactured 
by the Independent Lock Co., 
Fitchburg, Mass., this being of 
course only one of many padlocks 
which it manufactures. 

Fig. 10 is a combination padlock 
made by Eagle Lock Co., Terry- 
ville, Conn., large manufacturer 
of padocks. Combination padlocks, 
in place of those with keys, are in 
considerable demand. Another 
type of keyless padlock shown in 
Fig. 11 is manufactured by Bemis 
& Call, Springfield, Mass., which 
permits easy changing of the com- 
bination when desired. 





Fig. 14—Forged 
bronze case 
padlock. 





Many combination padlocks 
have only the combination without 
the master key feature. In many 
schools and colleges, combination 
padlocks are specified and used in 
large quantities. Here is another 
place much “plus” business can 
be secured by the wide-awake 
hardware dealer. 

Fig. 12 shows one made by the 
Best Universal Lock Co., Indian- 
apolis, Ind. The Best line features 
the removable exchangeable plug, 
a unique patented feature. This 
particular illustration also shows 
a padlock with a dust cap to keep 
out the dirt. 

Fig. 13 illustrates an adjustable 
ratchet shackle Yale padlock and 
is picked from the catalog of the 
Yale & Towne Mfg. Co., Stamford, 
Conn., to show another type. It 
is not necessary for me to elabo- 
rate on the fact which I am sure 
is known to all our readers that 
Yale makes a wide, varied line of 
padlocks and is one of the leaders 
in the field. 

The use of forged bronze in the 
manufacturing of builders’ hard- 
ware is becoming increasingly 

(Continued on page 110) 





Fig. 15 Sargent tire 
carrier padlock. 
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Manufacturers should assume 
greater responsibility for the main- 
tenance of their individual resale 


prices on an “adequate margin” basis 


By H. F. Seymour* 
Vice-President, 
Columbian Vise && Mfg. Co., 
Cleveland, Ohio 


facturers of industrial sup- 

plies should assume a greater 
responsibility for the maintenance 
of their individual resale prices. 
Please do not misunderstand me. 
I am not blaming manufacturers 
—but rather presenting oe view- 
point which J believe has merit 
and I am glad to say there is a 
growing number of manufactur- 
ers who are practicing it. 

This may not be a popular view- 
point with some manufacturers 
for, frankly, it is easier to put the 
responsibility on the distributors 
than to shoulder the responsibility 
one’s self and take what steps are 
necessary to maintain a_ resale 
price. Furthermore, these steps 
are not easy nor are they pleasant, 
but they are necessary. I say we 
must face this squarely and that 
means being willing to lose an 
order or even a customer. And 
when this is done the news spreads. 

In approaching this subject we 
should recognize the difference be- 
tween “maintaining” a resale price 
and “policing” a resale price We 
must also realize that there are 
legal restrictions to consider. 

I am not relieving the distrib- 


§ is my opinion that manu- 





*From an address before Triple Mill 
Supply Convention, on board S.S. Mon- 
arch of Bermuda, May 26, 1939. 
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Resale Policies of Manufacturers 


H. F. SEYMOUR 


utor of his part either in main- 
taining or policing a manufactur- 
er’s resale price—in fact I recog- 
nize the distributor’s interest as 
being paramount. But before we 
go on with resale price mainte- 
nance—we should first consider 
the term “adequate margin.” Pre- 
sumably “adequate margin” means 
the spread between the distribu- 
tor’s cost and his selling price; 
further—if it is an adequate mar- 
gin, it should be sufficient to cover 
his cost of handling and selling 
the product, plus a fair profit. 
But up to this point my definition 
of an “adequate margin” is only 
a wish or a hope. It does not be- 
come a reality until the manufac- 
turer’s resale price is maintained, 
because the distributor’s cost is 
fixed. 

Just let me trace a few steps 
which a manufacturer takes. 

He decides on how to produce 
his product and get it into the 
consumers’ hands in the most eco- 
nomical way. He determines his 
cost and then places a price upon 





it to include this cost, overhead, 
etc., plus his selling cost—plus his 
profit. 

If he sells directly to the con- 
sumer with his own selling force, 
he establishes the consumer price; 
and unless he is a price cutter or 
a trader with a vacillating policy 
—or no policy—the consumer 
pays that price. He certainly will 
not allow his own salesmen to cut 
the price which he, the manufac- 
turer, has made. The manufactur- 
er makes the price and it is his 
responsibility, and to his own in- 
terests to maintain it. Should he 
find a change in the price to be 
necessary because of changes in 
his cost or market conditions, then 
he makes that change and the re- 
sponsibility for that change is his. 
I feel sure you agree with me so 
far. 

Now let us suppose that this 
same manufacturer has changed 
his views and believes that the dis- 
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tributor is an economic necessity 
and that he can place his product 
in the consumers’ hands in the 
most economical way through the 
distributor. The distributor then 
performs the functions of part of 
that manufacturer’s selling force 
(among other things). 

In this case, he, the manufac- 
turer, makes his price to the dis- 
tributor, then he makes a resale 
price to the consumer; the differ- 
ence between the two should repre- 
sent an “adequate margin” for the 
distributor. Isn’t it just as much 


the manufacturer’s own responsi- 
bility and to his own interest, now 
as before, to maintain this con- 
sumers’ price, which actually is the 
resale price? There is no funda- 
mental difference in the two in- 
stances of consumer price, merely 
a difference in the method of con- 
trolling it. It is only in this way 
that a manufacturer has any right 
to talk “adequate margin.” “Ade- 
quate margin” cannot exist with- 
out resale price maintenance. 

It is the manufacturer’s respon- 
sibility to make his own prices and 





Ay 


By ROBERT PILGRIM 


Copyright 1939 by Hardware Age 








ITEM IN THE OLD DAYS, STILL ARE 
“GOOD MERCHANDISE." SALES IN THE US. 
AMOUNTED To $§00,000 IN 1939! 


ip Sou witt BE THE 

UNIT FOR THE HOT WATER SUPPLY INA 
MIAMI, FLORIDA, REHOUSING PROJECT. 
A GLASS-COVERED BOX ON THE ROOF 
WILL HOUSE COPPER PIPES THROUGH 
WHICH WATER WILL PASS, Sa 

70 BE HEATED BY 

THE SUN'S RAYS, 




















zy S=- 


\'\/M~ . 








it is his responsibility to maintain 
them—100 per cent his responsi- 
bility. His responsibility does not 
stop just because he has taken the 
first step of making his own price 
to the distributor. The second step 
involving the resale price is equal- 
ly as important, and the entire re- 
sponsibility for its maintenance is 
his. 

We might consider that a resale 
price is similar to a law. The best 
law in the world is only as good 
as its administration. Take the 
tariff law for instance. The only 
effective provisions in the tariff 
are those which are administered 
properly, and those which are not 
administered properly are abso- 
lutely worthless. 

But there are those who confuse 
the responsibility for resale price 
maintenance with the policing of a 
resale price. Obviously a manu- 
facturer in Chicago, even with a 
splendid and far-flung sales organ- 
ization, cannot necessarily know 
immediately of a resale price cut in 
New Orleans or San Francisco or 
Philadelphia. He must depend on 
its being reported to him. But 
then is when he shows whether he 
means “resale price” or not. There 
is no halfway point. 

As confirmation of my position, 
we all know of certain products 
the resale prices of which are never 
cut by any distributor in any part 
of the country, yet the same dis- 
tributors do cut resale prices on 
other products. They are the same 
distributors, but back of different 
products are different manufactur- 
ers. On the one hand those who 
mean what they say when they 
put out a resale price; and on the 
other hand, those who merely put 
out a resale price with no thought 
of its maintenance. 

But I am not trying to damn 
the manufacturer entirely on this 
subject nor am I weakening in my 
position by pointing out that the 
distributor must do his share. If 
he, the distributor, believes in the 
policy of resale price maintenance, 
then he should see that no mistakes 
are made—even honest ones—by 
any member of his organization. 
And we must watch the hardware 
jobbers with mill supply depart- 
ments for they are so much larger 

(Continued on page 108) 
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A typical float 
passes in front 
of the store. 


FRI-CITY 
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TRI-CITY 
_* _ ARDWARE 10 FURNITURE 


The Tri-City Hardware & Furni- 
ture Co, La Salle, Ill., uses novel 
idea to increase sales. Importance 
of family stressed in all publicity 


ONTACTING home owners 
and parents is an extreme- 
ly important matter in 

these days of keen competition, 
and the Tri-City Hardware & Fur- 
niture Co., La Salle, IIl., is one 
firm that realizes this fact to the 
fullest extent. 

Firm members watch the birth 
announcements in the local news- 
papers and send a special baby 
booklet to the parents of each new 
arrival. This booklet consists of 
eight pages and covers and is 
printed in pink and blue. The 
cover bears the illustration of a 
stork carrying a baby in its beak. 
The word “Congratulations” ap- 
pears below the illustration. The 
first inside page contains a mes- 
sage of congratulations to the par- 
ents. Then follow pages devoted 
to the facts attending the infant’s 
birth, its christening, records of 
interest (its first tooth, first steps, 
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first words, etc.), pictures, weights 
and dates, and names. 

The parents do not forget who 
sent the book, and when they need 
hardware they invariably remem- 
ber Tri-City. According to the of- 
ficials of the firm this baby book- 
let has brought them many cus- 
tomers during the five years in 
which it has been used. 

The firm makes it a point to 
stress the family idea whenever 
possible. Whenever the organiza- 
tion enters a float in a local parade 
the idea of family consciousness 
is played up to the limit. These 
floats frequently feature a bride 
and bridegroom and it is an idea 
that appeals to all, regardless of 
age. Newly married couples need 
many things which the store can 
supply and when a baby comes 
along those needs are increased. 
So the firm finds that it is good 
business to stress the family: angle. 


~ 
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The miniature bridal couple 
always attracts attention. 
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Major appliances 
are shown just 
inside the door 
where they can’t 
be missed. Chairs 
are provided for 
women shoppers 
in this section. 


“The Roads to 


\ ' THEN business in the S. 
Wilkerson hardware store, 
Union Star, Mo., hit an 

all time low volume of less than 
$10,000 in 1933, Bruce Wilker- 
son, manager of the store, set out 
to find out how to boost sales. 
Since that time considerable im- 
provement has been made as to 
layout, fixtures and lines han- 
dled and special sales events have 
been featured with merchandise 
priced to meet competition. How 
things are going as the result of 
that planning is best shown by the 
fact that the store sold 26 electric 
refrigerators, seven kerosene re- 
frigerators and 22 power washers 
in two months, although Union 
Star is a town of but 410 inhabi- 
tants. The first seven months of 
this year showed a volume equal to 
that of all of 1938 and the store 
expects to better last year’s volume 
by 65 per cent by the end of 1939. 
The initial step in Bruce Wil- 
kerson’s campaign of 1933 was 
the purchase of $625.00 worth of 
new fixtures. Although business 
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showed an improvement the in- 
crease did not justify the expense. 
Two years later Mr. Wilkerson be- 
came interested in the merchandis- 
ing plan offered by a wholesale 
hardware distributor, including 
plans for special promotional and 
seasonal sales, window and display 
suggestions, merchandise priced to 
meet competition, etc. By studying 
and following the plans Mr. Wil- 
kerson says, “We learned more 
about merchandising in the year 
of 1935 than we had in all of the 
previous years of our experience. 
We also learned what hard work 
really was and realized that previ- 
ously we had been loafing on the 
job. Business showed a 25 per 
cent increase over the previous 
year.” 

Wilkerson’s store was remodeled 
in 1936, with some new units be- 
ing added and some of the older 
fixtures and shelving being mod- 
ernized by the store’s shoe repair 
and harness man. Two service 
men from Hibbard, Spencer, Bart- 
lett & Co., Chicago, IIl., wholesale 


the Cities 


The §. Wilkerson store 
26 electric refriger 
kerosene type in two 


Expect to exceed 1939 


Seasonal lines are featured in 
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Featured promo- 
tions are shown 
on tables. Oil- 
cloth - covered 
displays on the 
wall fixtures 
make the ceil- 
ing seem lower. 


Also Lead # Our Store” 


sold 22 power washers, 
ators and seven of the 
months in a town of 410. 
sales by 65 per cent 





displays with all items priced. 
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hardware distributors, planned the 
new layout and all of the changes 
were made at a cost of $300.00. 
Mr. Wilkerson says enthusiastical- 
ly, “We started the season with a 
shining new store that was not 
only our pride but the pride of 
the community and of our cus- 
tomers. Our store was becoming 
the feature spot of the community 
as the result of using the store pro- 
motions regularly and because we 
displayed and advertised what we 
had to offer. Direct mail material 
was sent to 1000 box holders in 
our territory—within a 10-mile 
radius of Union Star. 

“All of this began to impress 
people. They came to see what it 
was all about and we took care to 
have the store looking right and 
to show what they wanted to see. 
People bought more merchandise 
and 1937 sales showed an increase 
of 29 per cent over those of the 
previous year. Last year our busi- 
ness showed the largest returns we 
had ever had. The first seven 
months of this year brought a sales 


Says Bruce Wilkerson 


of Union Star, Mo. 


volume equal to that for all of 
1938. Our crop conditions look 
good now and on the basis of the 
past seven months we should show 
an increase this year of about 65 
per cent. 

“Our people are gradually com- 
ing back to prosperity, and a new 
phase of living has developed with 
us—the coming of rural electrifi- 
cation. Our community was one 
of the first to experience this de- 
velopment which has covered our 
territory pretty thoroughly in the 
last year. We obtained the agency 
for what we thought were the high- 
est class appliances and were all 
set when the current arrived. Last 
fall we sold 55 radios of various 
styles. When customers with elec- 
tricity bought sets their friends 
without electricity decided they 
needed new battery sets. In the 
last two months we have sold 26 
electrical refrigerators, seven kero- 
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sene refrigerators and 22 power 
washers. Most of these prospects 
came into the store in response to 
our advertising. 

“Since it is not possible to sell 
some prospects for appliance or 
radio sets, in the store,” says Mr. 
Wilkerson, “we load the appliance 
or radio on the truck and take it 
out for a home demonstration, af- 
ter determining, as nearly as pos- 
sible, what the prospect desires. In 
most instances we leave the unit in 


considerable repair work and oil- 
ing.” 

Much of the store’s advertising 
and display efforts are directed to 
women shoppers, until today wo- 
men, who were once in the minor- 
ity among customers, are the most 
frequent visitors. Circulars from 
a jobber are mailed at least six 
times a year featuring a number 
of lines with real bargain appeal. 
Mailing pieces on “specials” are 
sent out at least once a month. A 


Wrapping counter, cash register and scale are just behind this 
cleaning goods counter where women see items they use daily. 


the home and never have to move 
it. When we go out to make de- 
liveries we take along seasonal 
items which are being featured in 
the store and stop at homes along 
the road to show folks what we 
have. At the same time we talk 
about other merchandise in the 
store and find out what lines peo- 
ple are thinking about. During 
such visits we usually find several 
prospects for various items in the 
store. We find that friendship is 
the best salesmanship.” 
Mechanized farming is becom- 
ing an important factor in and 
around Union Star but there is 
also harness business to be had. 
“Every farmer has to have at least 
one team,” says Mr. Wilkerson, 
“so we have a first rate harness- 
builder who makes all of our har- 
ness. This spring he built and 
sold 17 sets of harness and did 
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liberal assortment of glassware, 
ovenware, pottery, dishes and 
cooking utensils are displayed 
right up in the front of the store. 
By having lines at particularly 
favorable prices the store finds that 
women are constantly on the watch 
for the store’s specials. Because 
of the specials and favorable 
prices Mr. Wilkerson finds that, 
“Women often buy in advance of 
their needs such items for use as 
gifts. Gift wrapping paper and 
cards are kept on hand so that a 
gift item can be prepared for the 
person who is to receive it. Wo- 
men appreciate this service. One 
of the women members of the firm 
is always on hand to welcome the 
ladies and make them feel at 
home.” 

By always being on the lookout 
for new lines to get more people 
into the store additional sales are 


constantly being made. Although 
the paint department was always 
of interest to people in the district, 
the addition of wall paper last year 
brought the store business that the 
mail order houses were doing in 
that line. This helped increase 
both store traffic and volume. A 
small but well selected line of 
wall paper, at popular prices was 
thus added to the stock. “From the 
time we put in this line and sent 
out the first circulars on it the re- 
sponse has been gratifying,” says 
Mr. Wilkerson. “We not only filled 
a long felt need in the community 
but took on a line that tied right 
in with our paint business, which 
was increased by the addition of 
wall paper. This was only one of 
several added lines that have in- 
creased volume.” 


Open Evenings 


Many people from St. Joseph, 
Mo., like to drive the 19 miles that 
separate it from Union Star to en- 
joy a good country dinner at a 
local hotel. These visitors from 


St. Joseph and the surrounding 
country enjoy strolling around 


Union Star after a fine dinner. 
And, says Bruce Wilkerson, “Our 
store is open evenings to cater to 
the country trade. Windows are 
attractively arranged and well 
lighted and the merchandise bears 
price tags. Visitors to the town 
cannot resist the invitation of the 
open door so they come in, look 
around and usually buy. Often 
these folks express the need for 
such a store in their own neighbor- 
hood. We are finding that the 
highways that lead to the cities 
also lead to our store.” 

Having learned the hard way. 
Mr. Wilkerson says, “Make your 
customers believers in you, in your 
store and in your service. If you 
are working on the 40-hour per 
week plan do not try these ideas. 
We put in from 12 to 16 hours per 
day with from two to four persons 
working, not because we like it 
but because the job, to be done 
satisfactorily, demands such hours. 
We know that somebody behind 
the scenes at your local chain is 
doing this.” 

When Bruce Wilkerson took 
over the management of the store 

(Continued on page 112) 
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Here's Russell B. Kingman, playing his violincello. 
Mr. Kingman, who is president and general manager 
of the Metal Textile Corp., Orange, N. J., was recently 
made a Knight of the Legion of Honor, by the Republic 
of France, in recognition of his achievements as a 
musician, inventor and industrialist. He has done 
considerable research on ancient musical instruments, 
particularly those of France. Prior to his founding of 
the Metal Textile Corp., he was well known as a violin- 
cellist throughout the country, having frequently ap- 
peared as soloist in many important concerts. Today, 
his musical activities are his chief hobby. He founded 
the New Jersey Symphony Orchestra and has often 
appeared as a soloist for it. Mr. Kingman is treasurer 
of the United States Lawn Tennis Association, a mem- 
ber of the Davis Cup Committee and president of the 
Alliance Francaise of the Oranges. He has invented 
various technical metallic fabrics serving industrial 
uses, chemical processes and improvements in the tech- 
nique of manufacture in widely diversified fields. That 
Mr. Kingman is held in high regard by his employees 
is evidenced by the fact that he is the only honorary 
member of Local No: 16, A. F. of M., American Federa- 

tion of Labor 


Fishing for fighting, fresh water fish is the fa- 
vorite hobby of A. F. Fifield, president, The 
American Fork & Hoe Co., Cleveland, Ohio. 
Although he enjoys a battle with a good sized 
“muskie,” it is trout that he particularly likes to 
go after. Mr. Fifield belongs to the La Barriere 
Club in the Laurentian Mountains, north of 
Montreal, which he usually visits at least twice 
a year for a few days. Here he is with a 
“muskie” he landed while at Little Vermillion 
Lake in northwestern Ontario, Canada, while 
on a fishing trip with a party of 14. He and his 
friends all enjoyed good catches on that trip. 


HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME — DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 
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LD aNvILLE Lifts Itself | E 


Otto Schultz 
Hardware Co. 


ARDWARE stores in Dan- 
H ville, Ill., a city of 36,- 

000 are playing an im- 
portant part in one of the most 
unique community development 
plans ever put into practice. 

In any average sized city, a 
new factory which employs peo- 
ple regularly is a decided asset 
and contributes to prosperity. 
Danville business men and other 
citizens realized this, but only 
two years ago got together on a 
unique plan to attract new indus- 
tries to the city and to boost pur- 
chasing power. Manufacturers, 
wholesalers, retailers and other 
citizens are all behind the plan, 
which has already attracted three 
fine industries into Danville with- 
in the last year. The T. Conron 
Hardware Co., Otto Schultz Hard- 


ware and other retailers are work- 


Yeomans & Shedd 
Hardware Co. 








Thos. Conron ey ee THESE HARDWARE FIRMS 


Hardware Co. 
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By Its Own BooTSTRAPS 


Illinois city of 36,000 plans to attract 
25 going industries in five years. Modern 
standardized factories and retail train- 


ing school among features of the plan 


ing with the Danville Chamber 
of Commerce to help put the plan 
across, and thus Danville is lift- 
ing itself out of the depression by 
its own bootstraps. 

Under the Danville Plan, re- 
tailers come in for their share of 
attention and development through 
a retail training school which is 
open to all their employees. Em- 
phasis is placed on the training 
of young executives on monthly 
budget operations and profit and 
loss statements in order to give 
retailers access to full facilities of 
banks. Their teachers in this re- 
tail school are the many success- 
ful manufacturers, bankers and 
other business men in Danville, 
who are willing to serve at cost 
so that the community benefits. 

More important than the retail 
training perhaps is the primary 
Danville Plan for increasing local 
purchasing power. Most towns 
and cities in the United States 
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Industrial Building Corp. office 


have found no better way to at- 
tract industries than to offer free 
rent, no taxes, or outright cash 
donations as lures, but Danville 
has come up with a new idea in 
industrial development, a pay as 
you rent plan for established 
manufacturers. 

The Plan has as its goal the 
establishment of 25 new industries 
in Danville in five years. These 
factories are all to be standard- 
ized units, especially adaptable 
for light and medium heavy man- 
ufacturing. 


Well-Rated Firms 


Danville takes in no fly-by- 
night industry. Industries chosen 
must be well rated, going con- 
cerns, financially able to take care 
of themselves. To facilitate the 
plan Danville business men 
formed the Industrial Building 
Corporation to erect model fac- 
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tory buildings and another com- 
pany to help small manufacturers 
who needed advice to operate 
their businesses more efficiently. 
The Danville idea really belongs 
to G. E. Musebeck, shoe manu- 
facturer, who, with other citizens, 
subscribed to $100,000 of stock 
and put over their plan. The 
Chamber of Commerce and prac- 
tically all civic organizations are 
also backing the plan. 

Three manufacturing concerns 
have already come into Danville. 
They are the Grogan Photo Ser- 
vice Co., Clear Water Tank Co. 
and the National Egg Grading 
Equipment Co. Together they 
employ more than 200 people 
which shows that the Danville 
Plan has _ possibilities. 

The plan provides for the erec- 
tion of small, modern, standard- 
ized, low cost factory buildings 
which established manufacturers 

(Continued on page 110) 


y 
N 


1 = aa 
+ iin 


Single unit plant of the Grogan Photo Service, Inc., Danville 





AND THIS ASSOCIATION BRING THESE MANUFACTURING PLANTS TO DANVILLE 
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r NHE modern oil-burning 
heater has come of age and 
is offering a $750,000,000 

market to dealers with an eye to 

profits and sales. One of the fast- 
est growing and fastest selling 
items in the entire household 
major appliance field, its poten- 
tial users are the millions of fami- 
lies and homes ready for and in 
need of the modern space heater. 

Whether you are in a rural or 

urban trading area, this market is 

a fertile field for constructive and 

aggressive sales work. 

In rural districts, central heat- 
ing like rural electrification must 
still remain in the “World of To- 
morrow.” In urban centers, a 
total of 7,000,000 homes are still 
dependent upon the space heater. 
And with efficiency, comfort, and 
economy already an accomplished 
goal; with distinctive styling, and 
a price range to suit all means, the 
enterprising hardware dealer has 
a powerful sales story to tell his 





.-Your market is on the farms—in the small towns—among home owners and renters— 
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There are 21,000,000 prospects for 
the modern oil-burning space heater. 
They include the farmer, the urban 
wage earner, the small-town dweller 
and those living in warmer climates 


heater prospects, whether farmer, 
home owner, or tenant. 
Analyzing the market in terms 
of families, we find there are some 
30,000,000 in the United States, 
of whom 23,000,000 live in single- 
family houses, 3,500,000 in two- 
family houses, and 3,500,000 in 
three-family or more houses. Of 
the 30,000,000 about 14,000,000 
live in homes they own; 15,000,- 
000 rent their homes, and the re- 
mainder are described as “tenure 
unknown”; also 17,000,000 live 
in urban or thickly settled com- 
munities while about 13,000,000 
live in rural or farm communities. 
Of the urban families, we find 


that 10,500,000 have central heat- 
ing in some form or another while 
7,000,000 have no central heating 
of any sort. Among rural families 
the picture is reversed, with 10,- 
000,000 lacking any form of cen- 
tral heating, and only about 
1,500,000 enjoying some sort of 
central heating plant. This adds 
up to about 18,000,000 families 
who can be sold the line of space 
heaters you now have in your 
store. 

The market when broken down 
into buildings is just as over- 
whelming. The total number of 
dwellings in the United States is 
roughly about 25,000,000. Of 
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these, 13,800,000 are in urban 
communities and 7,500,000 have 
some form of central heating; 
11,600,000 are in rural or farm 
districts and of this number 
1,600,000 have some form of cen- 
tral heating. This means there are 
6,300,000 urban space heater 
prospects and 10,000,000 rural 
prospects. After deducting those 
already sold, we have 14,600,000 
prospects on our lists. 

In addition, there is a_ sec- 
ondary market for approximately 
7,000,000 prospects such as gaso- 
line filling stations, rural school- 
rooms, summer coltages, stores, 
restaurants, wayside inns and 
taverns, hunting and fishing 
lodges, barber shops, beauty par- 
lors and the like. Add them to- 
gether and you have 21,000,000 
prospects—people who are fast 
realizing that they need not put 
up with outmoded, _ inefficient 
heaters—people who are ready. 
able, and willing to sign on the 
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dotted line for clean, comfortable, 
and convenient oil heat. You have 
a real business potential in this 
$750,000,000 heater market. 
These millions of dollars and 
prospects are not entirely yours. 
But you have a share in this mar- 
ket which is rightfully yours. A 
share which is wholly dependent 
upon the sales effort and activity 
you put forth to claim it. To help 
you estimate better your share in 
this huge, potential heater volume, 
let’s again break down this mar- 
ket and bring it to your front door. 


Your Prospects 


You have a choice of one of 
four types of individuals com- 
prising this market, or all four. 
There is the farmer for one. But 
don’t assume that the space heater 
buyer is strictly a ruralite. Truly, 
he looms large in numbers, but 
as a matter of fact, experience in- 
dicates that the wage-earner 


—in the schools—the small shops—filling stations—garages 


groups in the larger industrial 
centers constitute the largest single 
slice of this entire market. 

Your farmer-prospect needs the 
modern space heater because he 
will find it most practical for heat- 
ing only those rooms actually in 
use. He also will require space 
heaters for his numerous outlying 
buildings. Where coal, wood, and 
old-fashioned heaters have been 
made to do, you can sell him the 
modern oil-burning heater in their 
place. 

To the wage-earner group prop- 
er heating is also among the first 
of his requirements. Yet how 
many do you know who are de- 
pending on old, ineffectual heaters 
and cumbersome fuels? How hard 
have you tried to convince them 
that the modern space heater is 
not beyond their economy; that 
heat comfort and __ beautifully 
styled oil heaters belong as much 
to them as to the “Jones”? 

In between the city prospect 


and vacation cottages. 




















NOW! A sensational new 1940 line of quality-built Estates 
designed to compete directly on a price basis with lesser known, 
lower quality ranges in the field in which the big volume of gas 
range business is done. And best of all they’re here . . . they’re 
ready now . . . for you to turn into extra sales and profits. 











| 379.98" | 














Same range with 
Grid-All... 
PRICED TO SELL AT 


$89.95" 




















The WELLESLEY Estate —No. 701. Recom- 
mended for headline display in your ad- 
vertising and sales promotion this Fall. 
Has the new Air-Flow Oven, drawer 
broiler, utensil compartment and drawer, 
38 inches wide: cabinet flush to the wall. 























(Not illustrated). The SWEETBRIAR 
Estate—No. 703. Same general appear- 
ance as the Wellesley model, but with 
waist-high, barbecue-type broiler . 





PRICED TO SELL AT 


$99.95" 

















*Slightly higher prices on all ranges at points remote from the factory. 


Available for every type of gas: Natural, Manufactured, Bottled, 
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Butane. ALL MODELS ALSO AVAILABLE WITH CP SPECIFICATIONS 
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ESTATE MAKES ITS DRAMATIC ENTRY INTO 
THE LOW-PRICED GAS RANGE FIELD. . WITH 
THE ‘*STEAL-THE-SHOW’’ RANGES OF 1940 





The RADCLIFFE Estate—No. 739. World’s biggest 36 
















3 inches of gas range value. New Air-Flow Oven, drawer 
, broiler, utensil compartment. Cabinet flush to the wall. 
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The VASSAR Estate—No. 704. Same “‘chassis’’ as the No. 703, 
but with top burners set in pairs and table-top space between. 
Has the new Air-Flow Oven and waist-high, barbecue-type 
broiler. 38 inches wide; cabinet flush to the wall. 
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iS ONE OF THE MANY FEATURES WHICH GIVES YOU MORE THAN PRICE 
er TO TALK ABOUT IN A LOW-PRICED GAS RANGE... 

. 4 a | Combines the best features of the famous Estate “‘Fresh-Air” 
ae eS a Oven with new speed and economy. Heats up faster. Saves 


gas. Assures uniform baking. Provides extra pan room... 
yet range doesn't occupy an inch more kitchen space. You'll 
call it a miracle oven. And so will your customers. It’s the 
oven that only Estate... pioneer of the “‘Fresh-Air” Oven... 
could have developed. It’s the oven that will give you some- 
thing new and exciting to talk about in a low-priced range. 











The Estate Stove Co., 
Hamilton, Ohio. 


Gentlemen: Rush prices, specifications and com- 
plete details on these new 1940 low-priced Estate 








‘ Gas Ranges. 
MAIL THE COUPON-TODAY! : Riese iietcas ne sacnseupasidinasinede : 
The quicker you get started . . . the ae =a eee 
quicker you begin to profit. So get the NIN sick dei kneaicccingastcdseiannsncendasenie : 
facts—clip the coupon—mail it today. a eee Pi cchints 
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Models 270 and 274 of the Duo-Therm 
Division, Motor Wheel Corp., Lansing, Mich. 


and the farmer, there is the third 
type of prospect—the small town 
dweller. He not only wants and 
needs oil heat for his home but 
also for his garage. The fourth 
type includes people of varying 
incomes who live in warmer clim- 
ates where central heating is a 
rarity. The modern space heater 
there is the answer to chilly even- 
ings and cooler seasons. 

This briefly is a general picture 
of the tremendous market poten- 
tial for space heaters as it exists 
today. Looking at the other side 
of the picture, let us see what 
some manufacturers have done to 
help dealers convert this potential 
into actual sales volume. 

To begin with, this is a young 
industry, as industries are mea- 
sured. All told, it’s about 12 years 
old—with it greatest impetus dur- 
ing the past seven years. Of the 


total of about 1,750,000 space 
heaters sold, for example, 1,250,- 
000 were sold in the last three 
years—which gives you some in- 
dication of how the industry is 
getting into stride. 


Convenience 


Simply defined, an oil-burning 
space heater brings all of the com- 
forts of modern oil heat in a con- 
venient package, with a _ wide 
range in sizes and prices. Not only 
does it do away with all the trials 
and tribulations of “horse and 
buggy” heating equipment, but it 
also brings new attractive appear- 
ance to the stove-heated home. 
Progressive manufacturers have 
called in expert industrial de- 
signers with the result that the 
new space heaters pack plenty of 
“sell” from an appearance stand- 
point alone. 


“Rotohot” room heater and cut- 
out model, Huenefeld Co., Cincin- 


rati, Ohio. 


Performance has been tremen- 
dously stepped up also. New 
burner developments and proper 
installation have eliminated in- 
efficient operation and many other 
refinements have been introduced 
to add to operating efficiency and 
convenience. Front dial controls, 
humidifiers, directional heat 
guides, economizers, draft regula- 
tors, thermostatic attachments, 
sturdier construction are but a few 
of the many sales pegs on which 
the dealer has to hang his sales 
story. Finally, by introducing 
modern, large scale, straight line 
construction methods, manufac- 
turers have succeeded in bringing 
prices well within the reach of 
modest incomes. 

Dealers who have made an out- 
standing success selling oil heaters 
have been careful to sell the right 
heater for the job to be done, and 


_ 
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Heater, 
Detroit, 


“Forced Aire” Evanoil 
Evans Products Co., 
Mich. 


to see that it was properly in- 
stalled. Circulating heaters, if de- 
signed to circulate air properly, 
are ideal for well-constructed 
homes with close-fitting doors and 
windows. Radiant heaters are 
best for loosely built houses and 
semi-public places where doors 
are often opened and where there 
is little possibility for securing 
good circulation. There are also 
some very satisfactory combina- 
tion models made either to circu- 
late or radiate hot air as desired. 

An important new trend in 
space heater design is in the direc- 
tion of forced warm air circula- 
tion such as the models made by 
the Duo-Therm Division, Motor 
Wheel Corp., Lansing, Mich. This 


company is featuring a powerful 
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package blower unit which is 
quickly attached to the heater to 
give the stove-heated home forced 
air circulation. 

With a space heater in an aver- 
age space heater home, actual 
tests announced by Duo-Therm 
indicate a 33-deg. differential be- 
tween the floor and ceiling. In 
this same home, under the same 
conditions, but with a special 
blower installed on the heater, the 
ceiling temperature was decreased 
15 deg. and the floor temperature 
was increased 8 deg.—in other 
words, a_ differential with the 
blower of only 10 deg. .between 
the ceiling and floors. Other spot 
tests taken ir? various rooms fur- 
ther indicated a far more uniform 
temperature throughout the entire 
house with ordinarily cold or hot 
spots virtually eliminated. 


This company is stressing the J 
point that its new blower develop- @ 
ment not only sets a high stand- § 
ard of heating comfort, but also § 
gives a summer comfort story that 7 
it expects may change the entire J 
space heater selling season from }j 
a comparatively short, intensive fj 
campaign in the fall to a year § 


’round sales opportunity. In sum- 


mer, all the users have to do is | 
plug in this package blower to ff 


get active circulating air. 


Floor Level Heat 


The Evans Products Co., De- 
troit, Mich., in its “Forced-Aire” 
line employs the principle of fan- 
forced, floor level heating. This 
method of heat distribution, 
termed “reversed forced air circu- 
lation” permits the Evanoil heater 
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Two models of the Quaker 
Mfg. Co., Chicago, III. 
Above — Model 6910; in 


Washington Plymouth “Heatfloer”’ 
at left and above Washington 
Plymouth “Heatstreamer” models 
of Gray & Dudley Co., Nashville, 
Tenn. Cut-out illustration of the 
“Heatliner” shows “Insta-Liter.” 








to pull hot air down from the 
ceiling, and reheat and discharge 
it at the base of the heater. Ac- 
cording to the company, by means 
of a silent, powerful fan, a steady 
flow of warm air is delivered 
across the room at floor level and 
congestion of wasted heat at or 
near the ceiling is prevented. 

These fans are specially de- 
signed with the entire assembly 
“synchro-float” mounted so that 
the unit is spring-suspended to 
provide silent operation. Heat ca- 
pacities range from 30,000 to 70,- 
000 B.t.u. output so that units are 
available for heating either single 
rooms or average size small homes 
or apartments. 

In addition to the “Forced-Aire” 
models which are equipped with 


— 


center—Model 5610. 


At the right one of the 
first Quaker ‘‘Burnoil’’ 
heaters ever built. Made 
-in 1924 it was in constant 
use until June, 1939. 
















the “synchro-float” fan system, a 
line of standard Evanoils is also 
available. The latter does not in- 
clude fan-forced heating but has 
been designed for those who de- 
sire the conventional type of cir- 
culating heater. Other Evanoil 
features are finger-tip control, oil- 
saver pilot, oversize burners and 
summer air circulation. 

Another, among the new heat- 
ing units for this season, is the 
“Rotohot” room heater made by 
The Huenefeld Co., Cincinnati, 
Ohio. This unit is an open burn- 
er type of heater which is re- 
ported to be capable of develop- 
ing a high velocity and even 
flow of unburned air. It is 
said that its high speed heating 




















































Left, the Superfex “Heat Projector” and right, the Superfex “Heat 
Director” made by the Perfection Stove Co., Inc., Cleveland, Ohio. 


results from an original method 
of the design of its air ducts and 
the scientific placement of burn- 
ers. The burners are always oper- 
ated on the “full-on” point with- 
out care or adjustment. This 
feature is credited with unusual 
fuel economy and with the avoid- 
ance of overheating and its con- 
sequent smoke and fume _ prob- 
lem. The individual burners are 
turned on or off as more or less 
heat is needed. This heater uses 
kerosene. It is profitable and re- 
quires no flue connections and is 
made in two and _ three-burner 
sizes. 


Instant Lighting 


The Gray & Dudley Co., Nash- 
ville, Tenn., this year has equipped 





its oil space heaters with a new 
thermostatic “Insta-Liter” to make 
possible instant lighting of the fire 
by merely dropping a match into 
the fire pot. This new device con- 
sists of a tube which passes down 
from the top of the heater into the 
center of the burner. On top of 
the tube is a thermostatic control 
which opens and closes a valve at 
the top. Air that is admitted for 
starting is automatically _ pre- 
heated to insure perfect, fast igni- 
tion. This starting device is auto- 
matically cut off after the fire is 
under way and it is claimed that 
this device reduces starting time 
70 to 80 per cent. 

Certain models of the Gray & 
Dudley Co. are constructed with 
rectangular heating units instead 


940 series and cut-out model, The Estate Stove Co., Hamilton, Ohio. 
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vf the conventional round radiat- 
ing drum, so as to increase the 
radiation surface approximately 
80 per cent and thus insure maxi- 
mum efficiency of operation. These 
units are constructed with three 
four-inch air ducts built in such 
a manner as to increase the rate 
of circulation materially; to ac- 
complish reduction of ceiling 
temperature; to increase floor tem- 
perature; to reduce materially the 
differential between the tempera- 
ture at the floor and at the ceil- 
ing, and so to insure “comfort zone 
heating” all through the homes 
heated with these models. Forced 
“Down Flo” warm air circulation 
is available on all of these heaters 
also, as an accessory furnished by 
the company at $14.95 additional 





Heat control unit made by 
the Automatic Products Co., 
Milwaukee, Wis. 


which can easily be installed on 
any model by the dealer. 

In addition to its Washington 
line, the Gray & Dudley Co. makes 
the Frogil line of 12 models, fea- 
turing “Down Draft,” “Hot Blast” 
construction; “Lightning” starter ; 
stainless steel burners easily re- 
moved for cleaning; improved 
forced air circulation, and flue 
openings that are fireplace high. 
Heaters are attractively grained 
and finished in two-tone porcelain 
enamel. Several models also fea- 
ture cast-iron, radiator-type, com- 
bustion chambers. 

The Quaker Mfg. Co., Chicago, 
Ill., also features forced air circu- 
lation on some of its models. 
Forced air equipment is also avail- 
able on some of the company’s 
lower-priced models at $14.50 ad- 
ditional. Forced air on Quaker 
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Get Set for Good Business. 
With COLEMAN HEATERS 


— FEATURED 


ey ee Oe a ee ee eo 


ADVERTISING! 


Coleman 


WT ta(-MmCilolstmOli Mm al-Yolicte 
No. 444 


“Automatic Oil Heat . . That Radiates and Circulates” 
The Little Heater with the Big Heat Out- 


put—27,500 B.T.U.s per hour. 
they call the 444 the “ 


the features that sell it: 


Automatic Fuel Control! 
Automatic DraftControl! 
Radiation and Circula- 


tion, Both! 


Low Draft Requirement! 


Unita 
Beautiful Lines! 


No wonder 
Little Giant’’. Itis a 
giant in performance, a giant in value, and 
a giant profit maker for dealers. These are 


Low Flame Fuel-Saver! 
Construction! 
Duroplastic Finish! 


Retail Price 


$397 


Ask Your Jobber! 


Startling Low Price! 
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Yolacel ol (-MCiohiol lal 
Radiant Heaters 


Quick Comfort Heat—Anywhere! 
—for Only 2¢ Per Hour! 


See these real profit-makers you can offer cus- 
tomers the first chilly days of fall. Coleman’s 
national advertising on Radiant Heaters gives 
you talking — like these: ‘‘Real radiant, sun- 
shine type, fast-action heat. Easy to carry from 
room to room—and you have a flood of pene- 
trating, fast warming radiant heat right now! 
No waiting. No dust, dirt, ashes or smoke. No 
aoe, Makes own heat from 96% air, 4% gaso- 
ine. Dependable, safe. Thousands in use. Priced 
as low as $15.90!’’ 


Model 5B (right) 

A beautiful radiant model, 
equipped with Thermo-Safe- 
ty Generator that automati- 
cally controls fuel, prevents 
flooding. Listed by Under- 
writers’ Laboratory. Re- 
movable Everdur metal fuel 
tank, rust- and corrosion- 
— 8 single radiants of 

est fire clay. 


Retails at $28.80 


A Ag My a 


>t > 


Model 16 (left) 


Instant lighting. Safety lock valve 
prevents flooding, controls fuel 
while lighting. Everdur metal fuel 
tank, removable for outside filling. 
Self-cleaning, long-life generator. 
New and improved burners. 7 single 
radiants of best fire clay. 


Retails at $15.90 


“ORDER COLEMAN HEATERS FROM YOUR JOBBER” 


The Coleman Lamp and Stove Company 


Wichita, Kans. Chicago, lil. 


1939 


Philadelphia, Pa. 


Los Angeles, Calif. 











models, according to the com- 
pany, is delivered softly so that 
there are no unlivable zones in the 
path of the moving air. Those 
heaters are said to deliver heated 
air at a wide angle through a 
large perforated grille at the front 
of the heater, thus providing a 
zone of fireside comfort all around 
the heater while moving air steadi- 
ly and in sufficient volume to 
equalize more nearly temperatures 
through the home. 

The Superfex Heat Projector 
made by the Perfection Stove Co., 
Cleveland, Ohio, is a large capac- 
ity heater with built-in blower 
unit. Heating efficiency in one or 
several rooms is increased by the 
forced air circulation of warm air. 
Air is forced through louvres near 
the top of the casing in a down- 
ward direction. This model is 
available with an adapter top to 
which metal ducts may be at- 
tached. 

The Superfex Heat Director has 
adjustable shutters on three sides 
to direct radiant heat outward and 
downward at any angle desired, 
warming the floor for a consider- 
able distance around the heater. 
Circulation of heated air is con- 
tinuous regardless of the angle of 
the shutters. Each of the three 
sets of shutters operates indepen- 
dently of the other. The casing 
is finished in blended tones of 
porcelain enamel and 
chromium trimming. It is sold 
with manual controls or automatic 
electric thermostat controls. The 
Perfection Stove Co. also makes a 


brown 
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Left, the “Ray Boy,” above, the 
“Glow Boy,” the Globe Stove & 
Range Co., Division of Globe 
American Corp., Kokomo, Ind. 


complete line of Superfex radiat- 
ing heaters. 


Remote Control 


The Estate Stove Company, 
Hamilton, Ohio, calls attention to 
a simple, dependable, low-priced 
remote electric heat control for oil 
burning heaters. This device, 
made by the Automatic Products 
Co., Milwaukee, Wis., adds only 
$14.50 retail to the price of the 
heater. It has been said that with 
the addition of this control all that 
is necessary to operate an oil 
burning space heater is to keep 
the tank supplied with oil and set 
the thermostat at the temperature 
desired in the rooms. 

Four distinct models comprise 
the 1939 Estate line of heaters, in- 
cluding the 940 series which is only 
three feet high and which provides 
fan-forced air circulation. All 


Heatrolas in the 930 and 820-F 


Above, Model C-88, right Model 
C-10, Metal Door & Trim Co., 
Heater Division, La Porte, Ind. 


series feature the “Intensi-Fire” air 
duct. This device, the company 
states, blocks the upward rushing 
heat and sends it out into the 
rooms instead of letting it escape 
into the flue, thus giving greater 
fuel economy. Other features 
found in the Estate Heatrola line 
are a double-chamber bowl burner 
which has no wicks and no moving 
parts; a six-gallon attached oil con- 
tainer made of the same material 
and finish as the Heatrola itself, 
and a new, improved constant level 
valve to maintain a uniform flow 
of oil into the burner at all times. 

Heaters manufactured by the 
National Enameling and Stamp- 
ing Co., Milwaukee, Wis., com- 
prise two lines—one known as the 
round portable heater and the 
other, the portable cabinet circu- 
lating type. In both of these ker- 
osene is used, and the company 
states that in its cabinet heaters 
up to 9 oz. of kerosene is con- 
sumed per hour, thus developing 
11,250 B.t.u.s per burner per 
hour. These heaters are made in 
two sizes, the small size equipped 
with one burner and the large size 
with two burners. Inasmuch as 
this type of heater is portable no 
flue connection is necessary and, 
according to the manufacturer, 
this results in the conversion into 
usable heat of all the B.t.u.’s 
created. 

The Globe Stove & Range Co., 
division of the Globe American 
Corp., Kokomo, Ind., makes avail- 
able its “Ray Boy” and “Glow 
Boy” with or without an auto- 


matic thermostat control. The 
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FLORENCE STOVE COMPANY 
General Offices and Plant, Gardner, 
Mass.; Western Offices and Plant, Kan- 
kakee, Ill.; Sales Offices: 1475 Merchan- 
dise Mart, Chicago; 45 E. 17th Street, 
New York; 53 Alabama Street, S.W., 
Atlanta; 301 N. Market Street, Dallas; 
and 2730 16th Street, San Francisco. 
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All over the country 

Florence owners are boost- 

ers, telling their friends to “See 

Florence first.’’ And Florence dealers every- 

where are cashing in on this customer goodwill 
—winning new business and new friends with Florence 
Oil Heaters—the line that’s made right to make good! 
Here’s a fall and winter business in big-ticket sales 
that is going places. So climb aboard with Florence heaters 
—sleeve-type, pot-type or cabinet. ... It’s the line that’s 
famous for eye-appeal, dependability and extra value—that 


sells and satisfies more prospects. 


FLORENCE, HEATERS 


MODELS FOR EVERY NEED AND POCKETBOOK 











“Glow Boys” are made in two 
sizes, one of each with and with- 
out a fan and motor. In number- 
ing its models the company makes 
capacity identification simple for 
the dealer. As an illustration, its 
No. 3750 heater has an average 
heating capacity of 3750 cu. ft. 
Yet the company states this ca- 
pacity is underrated and the heater 
has an average heating capacity 
of approximately 4200 cu. ft. 
Three Metco “Cleanfire” models 
announced by the Metal Door & 
Trim Co., Heater Division, La 
Porte, Ind., serve a number of 
heating requirements. The C-10 
is made in one size for heating the 
average small home. Its low flue 
outlet permits fireplace installa- 
tion. The Standard S-5 is made in 
three sizes for offices, homes, 
stores, etc., of various heating ca- 
pacities. In these models open 
side grilles provide radiant heat. 
The C-88 is made in one size for 
homes, stores, lodge rooms, etc. 
There are two separate heating 
units, one may be lighted in mild 
weather and the two lighted in 
colder weather. All heaters are 
equipped with the Breese triple 
stage, double pot burner. The 
Automatic Products Company’s 
thermostat control valve, and the 
Walker draft regulator with tee 
are standard equipment at no 
extra cost for the C-10. Circulat- 
ing fan, thermostatic equipment, 
and fuel oil pump for a basement 
or underground tank installations 
are optional at a small extra cost. 
In its super-circulating models 
The Coleman Lamp and Stove Co.., 
Wichita, Kan., advises it has ac- 
complished forced warm air cir- 
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Left, Model 835; above, Model 
841, The Coleman Lamp and Stove 
Co., Wichita, Kans. 


culation without moving parts due 
to the scientific construction of the 
casing and other “Heatflow” fea- 
tures. 

Because heaters must be used 
under so many different conditions 
and perform a variety of services, 
Coleman has based its manufac- 
turing and sales plans upon three 
different types of heaters. One is 
a circulator which is flexible and 
can be converted into a radiant 
heater. The other is a lower priced 
combination circulator and radi- 
ant. This type is found to be about 
50 per cent circulation and 50 per 
cent radiation. The third type is 
a console heater which has two 
small burners to give it flexibility. 


Circulating 
heaters with 
pot-type 
burners. 


In mild weather one burner can 
be used and turned low, or in ex- 
treme weather, both burners can 
be used and turned high. 
Designed to heat several ad- 
joining rooms is the new circu- 
lating heater announced by the 
Florence Stove Co., Gardner, 
Mass. Attractively finished in rich 
brown porcelain and sparkling 
crystone, it is self-contained and 
flue connected. It is made in two 
types, Model CH92 with two 
powerful sleeve-type burners and 
Model PC82 with two powerful 
pot-type burners. Florence desig- 
nates this heater as the leader in 
its complete line of 22 models. 
Those manufacturers and their 
products briefly mentioned here 
are only a partial list of companies 
serving this field. With a whale 
of a market to work on, with man- 
ufacturers putting plenty of engi- 
neering effort into the develop- 
ment and refinement of their 
products, and with national ad- 
vertising on the increase, the mod- 
ern oil burning space heater is 
one of the biggest and best bets 
in the books for increased dealer 
volume and profits. It’s an op- 
portunity for this year and many 
years to come. Certainly the hard- 
ware dealer with his understand- 
ing of modern merchandising 
methods is a logical sales outlet 
for these modern sales makers. 


The Florence 
Stove Co. 
Gardner, Mass. 
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KEROSENE , 
Room Heaters 


FortheVolumeMarket 


OSS sells the masses. Get into the car- 
load class with this fast moving line of 


Kerosene heaters. No installation or 


service expense. Product, Prices and Profits 


are right. Wire today for our complete 


proposition. 


BOSS 
ROTOHOT 


This specialty appeals 
to the public imagina- 
tion and pocket-book! 
New, distinctive, suc- 
cessful. Don’t miss 
the opportunity that 
ROTOHOT offers for 
extra sales and profits 
this season. Wire to- 
day. 











HOW ROTOHOT WORKS 
This cutout view shows 
how the extremely hot air 
moves from the burners 





mre 
up thru the center duct. 
Flowing right along with 
it is also a volume of un- 
i burned induced air, also 
very hot. 
frveT ’ The chambers on each 


\o=- 


side of the center duct 
have additional currents 


~ SS Aa of very hot unburned air 
a ae” See?) flowing thru them. 

s 4 i In the other outside 

chambers the unburned 

air is only warm, thereby 

soa keeping the outside cabi- 

net walls cool to the 
touch. 


THE HUENEFELD COMPANY - Cincinnati, Ohio 
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UNITED 


STATES DEPARTMENT OF THE INTERIOR 
BUREAU OF BIOLOGICAL SURVEY 


SEASONS FOR MIGRATORY GAME BIRDS, 1939-40 


Compiled by FRANK CG. GRIMES, Administrative Assistant, Division of Public Relations 





NOTE.—The seasons here shown inelude both epening and closing dates and are the periods when migratory game birds may be taken with- 
eut violating Federal regulations. These seasons may be shortened, however, by State law or regulation. Communicate with State game departments 
for late orders or regulations. 

This poster shows seasons only for species protected by Federal law; for other species consult State laws. 


UNITED STATES 





























Duck, goose, brant, | 
STATE | coot, Wilson’s snipe Rail, gallinule Woodcock Bang-tailed pigeon Dove 
(jacksnipe) | 

1 | Alabama. .| Nov. 15—Dec. 29....| Nov. 20—Jan. 31 .| No open season. .. .| ‘ (a) 1 
2| Alaska...... ee.) ea eee Se ERA ey REE Se de  adawalieesd ascend 2 
3 | Arizona. . | Nov. 15—Dec. 29....| Sept. I—Nov. 30....).......... 00-00 eee Oct. 1—Oct. 15 Sept. 1—Nov. 15 3 
4 | Arkansas. | Nov. 15—Dec. 29....| Sept. 1—Nov. 30....| Nov. 15—Dec. 15 siaiaded wade had Sept. 15—Nov. 30 4 
5 | California | Oct. 22—Dec. S..... NN I oS cbig. civic aidiscas ae een ene Dec. 1—Dec. 15 Sept. 1—Nov. 15. 5 
6 | Colorado......... | Oct. 22—Dec. 5..... MEIN hag soc uccndeecdaaninn tibacncnscenie dba ain dann raeelemebawieied 6 
7 | Connecticut .| Oct. 22—Dec. S..... Geek. 0B, OP... .| Gk BE — Dees OO. on docs ccc cesses cscsheccssanccbouvogeases 7 
SR. oct ercaacers P Oct. 22—Dec. 5..... Gegt. 1—BHev. 30... .| Wor. 15—Tas. 1B...) 0. ccc ccc cceccecce Sept. 15—Nov. 30 8 
Rs tk eaweteeos ..| Nov. 15—Dec. 29....| Sept. 1—Nov. 30... No open season..... SOE Sy Oe ey (a) 9 
10 | Georgia | Nov. 15—Dec. 29....| Sept. 1—Nov. 30....| No open season..... die ras tiahdin 4 aia emir (a) 10 
i ae .| Oct. 22—Dec. 5..... SE I, 36. Be cabs dass er camewew eels 5s ncdsaiastis soves.ee Sept. 1—Nov. 15....| 11 
12 | Illinois Oct. 22—Dec. 5 (a)..| Sept. 1—Nov. 30.. ee TEE NOC SRE LEST TRY re Sept. 1—Sept. 30....| 12 
13 | Indiana .| Oct, 22—Dec. 5.....| Sept. 1—Nov. 30....| Oct. IS—Nov. 14....]... 0.0 0c csc e cece cece leee eee e teen ee enees 13 
14 | Iowa ..| Oct. 22—Dec. S..... ee 6s OD... 1 OR, SI Bo hin oi ic cicec cs ctscvitabecosscagencaescaseans 14 
15 | Kansas... ...| Oct. 22—Dec. S..... ee I, Es wacinaccdumadacned Daher ve ckarendsccehsee Sept. 1—Nov. 15....| 15 
16 | Kemtucky............. : 7 Oct. 22—Dec. 5..... Gest. 1—Nev. 30... .| Nev. 18—Dee. 18.....1......cccccecccccecs Sept. 1—Oct. 31..... 16 
17 | Louisiana............ ..| Nov. 1S—Dec. 29....| Nov. 1—Jan. 31.....| Jam. I—Jam. 31... 6)... 00. cece ee eee Oct. 15—Dec. 31....| 17 
I ae ine bos hae thee Oct. 1—Nev. 14 (a)..| Sept. 1i—Nov. 30. ...| Get. 1—Oeb. BB... ufo ccc ccc ccc cece ccfocsccccccpecccesesce 18 
19 Maryland................| Nov. 15—Dec. 29....| Sept. 1—Nov. 30 od Be, SN, DA ccchcnccinticcanencesdsa (a) 19 
20 | Massachusetts... ..| Oct. 22—Dec. 5 (a)..} Oct. 22—Dec. 5..... RE RE gi clon iccccncsa cuvsconabsaoddepeeecsementae 20 
21 | Michigan | Oct. I—Nov. 14..... Sept. i—Bov. 90... .| Cet. 1—Oet. B2.. oof... cece cescccvewcclocccsccesssiecesesces 21 
22 | Minnesota .| Oct. I—Nov. 14.....| Sept. 1—Nov. 30... .| Oct. 1—Oct. 31. ....).. 0.0... cece eee eee Sept. 1—Nov. 15....| 22 
23 | Mississippi............ i Nov. 15—Dec. 29 Sept. 1—-Nov. 30....| No opem season.....|...............0005: (a) 23 
i) ae -| Oct. 22—Dec. S..... Sept. 1—Nov. 30....| Nov. 10—Dec. 10....|.......... 000 eeceee Sept. 1—Nov. 15....| 24 
ie ry eee Oct. 22—Dec. 5..... EE 8. oss pac ta canncudcesibe eee éon shes 50000. eiecceeeteeeeneeeGeees 2s 
26 | Nebraska................ Oct. 22—Dec. 5..... I ov vu cu nsiewnsdnadsdeownedessasa..0dm 0 iieaenieeeaeeieeee 26 
| rte Oct. 22—Dec. 5..... ON A a ene Ser rer Sree reer Sept. 1—Nov. 15 27 
28 | New Hampehire..........| Oct. 1—Nov. 14 (a)..| Sept. I—Nov. 30....| Oct. 1—Oct. 32... fo... ccc ccc eee le cece ce cnceceeseccns 28 
29 | New Jersey...... Oct. 22—Dec. 5..... Sept. 1—Nov. 30....| Oct. 15—Nov. 14 PO COE OPTED ey 29 
30 | New Mexico... Nov. 15—Dec. 29 Se ere Oct. 1—Oct. 15 Sept. 1—Nov. 15 30 
BF I on kes oscnccees Oct. 22—Dec. 5..... Oct. 22—Dec. 5.....| OU havecctarnasensaeion a5 31 
32 Tome Mitens..... 2.2... Oct. 22—Dec. 5..... Oct. 22—Dec. 5..... it Des aiid die os sic cdawnes sbphsnestaoatnacheasoae 32 
33 | North Carolina Nov. 15—Dec. 29 Sept. 1—Nov. 30....| No open season..... RR auc a a Reece eae (a) 33 
34 | North Dakota............ Oct. 1—Nov. 14..... nt CRs OS Das, 65's Nsnice k's K0ns bcectaasecppatasesshesssedeante 34 
if = ee Oct. 22—Dec. 5..... ee, Bs Oe... | GOR, BEI Gio inhi cc cccccncccccscccsbeccceesccssmaeacees 35 
36 | Oklahoma........ Oct. 22—Dec. 5..... Sept. 1—Nov. 30.. Te Ue ee ee Sept. 1—Nov. 15 36 
Ee eae Oct. 22—Dec. 5..... CII, . be. cep icsrsepescesas Peet, ta: WR chi ccccrcScsccdisgacs 37 
38 | Pennsylvania. . Oct. 22—Dec. 5..... Sept. 1—Nov. 30.. POTEET ere ere rr rer rye 38 
39 | Rhode Island............ Oct. 22—Dec. 5 (a)..| Sept. 1—Nov. 30.. SN ee er Oren eT ee Ma rr re eee 39 
40 | South Carolina...... Nov. 15—Dec. 29....| Sept. 1—Nov. 30.. Se iia kcclic ene daskcacd wbancas (a) 40 
41 | South Dakota............ Oct. 22—Dec. 5..... SE See ere eet Mn ne rn rrr yr errr eres 41 
42 | Tenmessee.............. Nov. 15—Dec. 29 dee ol ans ace oo een ee Sheed at deekes akenscinwe Sept. 1—Nov. 15 42 
43 | Texas Nov. 15—Dec. 29 ER Ea oe Pe ra ewer eee (a) 43 
int oa kik 00.68 ea sane Oct. 22—Dec. 5..... ER EPP PERSE) Ce PET EPO TPCT TLE Meets cer meme re 44 
2 Oct. 1—Nov. 14..... Sept. 1—Nov. 30. . Ce Tere es Aiey ont os een meer 45 
IL diac bi.b eyo. cin eed. Nov. 15—Dec. 29 Sask. 1—TMev. 30. .....) Mev. 16-——Des. 2B. cho cccccsccesccccccces Sept. 1—Nov. 15 46 
47 | Washington.......... | Oct. 22—Dec. 5..... eS, Re SER eee nnee eae eee Gant. 30a. OD. oh. nice vacvacncdacacu 47 
48 | West Virginia............ Oct. 22—Dec. 5..... ee, es SD... 0 SN vices dicidiedncccscasebecheetebsdiadsosugte 48 
49 | Wisconsin............... Oct. 1—Nov. 14..... Oct. I—Nov. 14..... Se SA re Perse ere em reaee 49 
50 | Wyoming Oct. 22—Dec. 5..... Sept. 1—Nov. 30... oS eee) eee Ceo 50 





(a)—See “Additional Information” below. 
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Unite 


Alabama.—Mourning dove, north of United States Highway 
No. 80, September 15 to October 14 and December 20 to 
January 31; south of said highway, November 20 to Janu- 
ary 31. 

Alaska.—Duck, goose, brant, coot, Wilson’s snipe (jacksnipe), 
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d States 


in Southeastern Alaska, from the 14lst meridian south to 
Dixon entrance, October 1 to November 15; south and west 
of the Naknek River and Naknek Lake and the Katmai Nation- 
al Monument to the westernmost boundary of the Aleutian 
Islands and east of this area to the 150th meridian, November 
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when you sell chains 





ELWEL and TENSO 
COW TIES 






















@ Many of your customers are now in the market 


for cow ties. They will buy Elwel ties because ex- S) 
perience has shown them that Elwels are the best 2 
and most economical they can use. The sales are } 
only waiting for a reminder from your store, so yy 
make a small display of Elwel Cow Ties. ds 


Also, during the next month or two you will have % F 
many opportunities to sell the lower-priced Tenso ig ‘ey 
Cow Ties. There should also be a good call for on \) 


ACCO Log Chains, Elwel Machine and Coil Chains, W) 
Tenso Halter and Dog Chains, Ajax and Elwel Breast Va 
Chains, Anti-Spreader Chains and Weed Bull Farm Gmy. ) 


Tractor Chains. f J \ ' TENSO 


A well selected stock of these fast-moving items, 


— 
pp» 


ee 


a 


and a display, bring in a lot of profitable business. ‘0 i, 
XN 4 
AMERICAN CHAIN DIVISION ‘ ym, 
BRIDGEPORT, CONNECTICUT —— i 


See our exhibit in Metals (Products) Building, 
Opposite the Perisphere and Trylon, New York World's Fair 


AMERICAN CHAIN & CABLE COMPANY, Inc. 














AMERICAN CHAIN DIVISION @ AMERICAN CABLE DIVISION @ ANDREW C. CAMPBELL DIVISION @ FORD CHAIN BLOCK DIVISION e HAZARD WIRE ROPE 
DIVISION @ HIGHLAND IRON AND STEEL DIVISION @ MANLEY MANUFACTURING DIVISION # OWEN SILENT SPRING COMPANY, INC. ¢ PAGE STEEL AND 
WIRE DIVISION @ READING-PRATT & CADY DIVISION @ READING STEEL CASTING DIVISION e WRIGHT MANUFACTURING DIVISION @ IN CANADA: DOMINION 
CHAIN COMPANY, LTD. @ IN ENGLAND: BRITISH WIRE PRODUCTS, LTD. © THE PARSONS CHAIN COMPANY LTD. « I” Business for Your Safety 
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16 to December 30; in rest of Territory, September 1 to 
October 15. 

Arizona.—White-winged dove, August 1 to September 15. 

Florida.—Mourning dove, in Dade, Broward, and Monroe Coun- 
ties, October 1 to November 15; in rest of State, November 
20 to January 31. 

Georgia.—Mourning dove, in Troup, Merriwether, Pike, Lamar, 
Monroe, Jones, Baldwin, Washington, Jefferson and Burke 
Counties, and all counties north thereof, September 15 to 
October 14 and December 20 to January 31; in rest of State, 
November 20 to January 31. 

Illinois.—Coot, in Rock Island, Whiteside, Lee, DeKalb, Kane, 
DuPage, and Cook Counties, and all counties north thereof, 
October 1 to December 5; in rest of State, October 22 to 
December 5. 

Maine.—Scoters (sea coots), may be taken in open coastal 
waters only, beyond harbor lines, September 15 to September 
40, and thereafter from land or water during the open season 
on other waterfowl. 

Maryland.—Mourning dove, September 1 to September 30, 
and November 15 to December 31. 

Massachusetts.—Scoters (sea coots), may be taken in open 
coastal waters only, beyond harbor lines, September 15 to Oc- 
tober 14, and thereafter from land or water during the open 
season on other waterfowl. 

Mississippi.—Mourning dove, north of United States Highway 
No. 80, September 15 to October 14 and November 30 to 
January 11; south of said highway, October 15 to December 
31. 

New Hampshire.—Scoters (sea coot), may be taken in open 
coastal waters only, beyond harbor lines, September 15 to Sep- 
tember 30, and thereafter from land or water during the open 
season on other waterfowl. 

New York.—W oodcock, north of the tracks of the main line of 
the New York Central Railroad extending from Buffalo to 
Albany, and north of the tracks of the main line of the 
Boston & Albany Railroad extending from Albany to the 
Massachusetts State line, October 1 to October 31; in rest of 
State (except Long Island), October 15 to November 14. 

North Carolina.—Mourning dove, September 1 to September 
30, and December 20 to January 31. 

Rhode Island.—Scoters (sea coot) may be taken in open 
coastal water only, beyond harbor lines, September 15 to 
October 14, and thereafter from land and water during the 
open season for other waterfowl. 

South Carolina.—Mourning dove, in Oconee, Pickens and 
Greenville Counties, October 1 to October 31 and December 
20 to January 31; in Edgefield, McCormick, Greenwood, Abbe- 
ville, Anderson, Laurens, Spartanburg, Cherokee, Union, Fair- 
field, Chester and York Counties, September 1 to September 
30 and December 20 to January 31; in rest of State, Novem- 
ber 20 to January 31. 


Texas.—Mourning dove, in Yoakum, Terry, Lynn, Garza, Kent, 
Stonewall, Haskell, Throckmorton, Young, Jack, Wise, Den- 
ton, Collin and Hunt Counties, and all counties north thereof, 
and in Parker, Tarrant, Dallas, Rockwall, Kaufman, Johnson, 
Hopkins, Delta, Franklin and Ellis Counties, September 1 to 
October 31; in rest of State, September 15 to November 15. 
White-winged doves in the above-designated counties, except 
Ellis County, September 1 to October 31; in rest of State, 
including Ellis County, September 15 to November 15. — 


Shooting Hours: 


Duck, goose, brant, coot, 7 a.m. to 4 p. 
Rail, *gallinule, Wilson’s snipe tinshenine), woodcock, dove, 
band-tailed pigeon, 7 a.m. to sunset. 


NO OPEN SEASON in the United States on the following: 
Shore birds (except woodcock and Wilson’s snipe or jack- 
snipe). 

Wood duck. 

Crane. 

Swan. 

Ross’s goose. 

Snow goose and brant in States bordering on Atlantic Ocean. 


Daily Bag and Possession Limits: 

Ducks, 10 in the aggregate, except that the daily bag limit 
may not include more than three of any one or 3 in the 
aggregate of canvasbacks, redheads, buffleheads, or ruddy 
ducks. 

Geese (including brant), 4 in the aggregate. 

Rails and gallinules (except sora and coot), 15 in the ag- 
gregate. 

Sora, 15. 

Coot, 25. 

Wilson’s snipe (jacksnipe), 15. 

Woodcock, 

Mourning dove and white-winged dove, 15 in the aggregate. 

Band-tailed pigeon, 10. 

NOT MORE THAN 2 DAYS’ BAG LIMIT OF DUCKS, 
GEESE (INCLUDING BRANT), AND "WOODCOCK, 
AND 1 DAY’S LIMIT OF OTHER MIGRATORY GAME 
BIRDS MAY BE POSSESSED AT ONE TIME. These 
limits are subject to reduction by State law or regulation. 


Migratory game birds MAY be taken with or by use of— 


A bow and arrow, or a shotgun not larger than No. 10 gage 
fired from the shoulder. 

A dog. 

A blind or floating device, other than a sinkbox. 


Migratory game birds MAY NOT be taken with or by use of— 


An automobile. 

Aircraft. 

A sinkbox (battery). 

A power boat, sailboat, or any device towed by power boat 
or sailboat. 

An automatic-loading or hand-operated repeating shotgun 
of more than 3-shell capacity in the magazine and cham- 
ber combined. 

Live duck or goose decoys. 

Corn, wheat, oats, or other grain or product thereof, salt, or 
any kind of feed placed or distributed in any manner 
whereby such birds are lured, attracted, or enticed, re- 
gardless of the distance between the location of such food 
and the taker. 


Penalties: 

Failure of waterfowl hunters over the age of 16 years to 
have a migratory-bird hunting stamp; or a violation of 
any regulation under the Migratory Bird Treaty Act, will 
subject the offender to a fine of not more than $500, or 
imprisonment for not more than 6 months, or both. 


‘ 


Canada 


Alberta.—Duck, goose, coot, rail, Wilson’s snipe (jacksnipe), 
north of right bank of Athabaska River (going down stream) 
and north of left bank of Clearwater River (going down 
stream), noon, September 7 to November 7. In that part of 
Province lying between above-described lines and the north 
boundary of Township 29 in the ranges west of the 4th and 
5th meridians, noon, September 15 to November 15. In rest 
of Province, noon, September 29 to November 29. 


British Columbia.—Eastern District: Duck, goose, coot, Wil- 
son’s snipe (jacksnipe), September 15 to November 30, except 
in electoral district of Peace River and those parts of elec- 
toral districts of Atlin, Fort George, and Omineca lying north 
of the 56th parallel of latitude, September 1 to November 
15, and that part of eastern district south and east of main 
line of Canadian Pacific Railway (Hope to Jasper), Septem- 
ber 23 to December 6. Western District: Duck, goose (except 
black brant and snow goose), coot, in the electoral districts 
of The Islands, Victoria City, Esquimalt, Saanich, Cowichan- 


60 


Newcastle, Alberni-Nanaimo, and Comox, November 18 to 
January 31; in rest of district, October 21 to January 4: 
black brant, snow goose, in electoral districts of The Islands, 
Victoria City, Esquimalt, Saanich, Cowichan-Newcastle, 
Alberni-Nanaimo and Comox, December 16 to February 29; 
in rest of district, December 2 to February 16; band-tailed 
pigeon, September 9 to September 30. 

Manitoba.—Duck, goose, coot, rail, north of 53d parallel, Sep- 
tember 11 to October 31; south of 53d parallel, September 
18 to November 15. Wilson’s snipe (jacksnipe), September 
15 to November 30. 

New Brunswick.—Duck (except eider ducks), goose (except 
brant), rail, coot, September 15 to November 30, except in St. 
John County and that part of Charlotte County south of No. 1 
Highway, November 1 to January 15; eider ducks, October 1 
to November 30, except in St. John County and that part of 
Charlotte County south of No. 1 Highway, November 1 to 
December 31; Woodcock, Wilson’s snipe (jacksnipe), October 
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THE MIDDLEWEIGHI cuameiow 


Aa truck is too small for 
many needs, and often a 114- 
ton truck is too large. There is a 
great need for a truck to meet the 
middleweight requirements. 
International has built a 4% to 
1-ton truck to fit the job exactly— 
the “In-Between” International 
Model D-15. But International 
engineers didn’t just build up a 
1/-ton model to bridge the gap— 
that isn’t the way International 
does things. The D-15 was de- 
signed and built especially for 4% 
to 1-ton loads. And like all laser 
nationals, it’s an “all-truck” truck 


made to do a truck’s job with 


typical International economy. 

If you have middleweight loads 
to haul, put this ¥{ to 1-ton Inter- 
national on your job and cut 
the needless expense of using a 
truck that’s too big, or one that’s 
too small. 

Many thousands of this ¥4 to1-ton 
truck are on the job today. “Dealers 
and branches operating under this 
famous Triple-Diamond emblem 
will show and demonstrate the 
“in-between” D-15 at your conve- 
nience. Other International sizes, 
Half-Ton to big Six-Wheelers. 


INTERNATIONAL HARVESTER COMPANY 


(INCORPORATED) 


180 North Michigan Avenue 


SEPTEMBER 7, 1939 


Chicago, Illinois 





Y INTERNAT va 


INTERNATIO! 
% to 1-Ton Model: D-15 


Designed for saving 

time, gas, oil, and 

wear and tear—in traffic, 

in parking, in alleys. Fast 

“In-Between” getaway and pickup— 
; fast in all speeds. Wheel- 
International base 130 inches; inside 
Model D-15 body 102 inches long. 


Graceful lines in 

safety steel—a m 
ern cab interior—superb springing and 
shock-absorbing—low center of grav- 
ity—low over-all height with AMPLE 
load space—extra-maneuverable— 
STAMINA and ECONOMY morn- 
ing, noon, and night. 














1 to November 15, except in Victoria, Madawaska, and Resti- 
gouche Counties, September 15 to October 31. 

Northwest Territories.—Duck, goose (except brant), black 
brant, rail, coot, Wilson’s snipe (jacksnipe), September 1 to 
October 31. 


Nova Scotia.—Duck (except eider ducks), goose (except 
brant), coot, rail, in Yarmouth, Digby, Annapolis, Lunenburg, 
Shelburne, Queens, Richmond, and Cape Breton Counties, 
November 1 to January 15; in Cumberland County, Septem- 
ber 15 to November 30; in rest of Province, October 1 to 
December 15; eider ducks, in Yarmouth, Digby, Annapolis, 
Lunenburg, Shelburne, Queens, Richmond and Cape Breton 
Counties, November 1 to December 31; in rest of Province, 
October 15 to December 15. Woodcock, Wilson’s snipe (jack- 
snipe), October 1 to November 15. 


Ontario.—Duck, goose (except brant), rail, coot, Wilson’s snipe 
(jacksnipe), north and west of a line commencing at south- 
west angle of Bruce County, and running easterly to south- 
west angle of Nottawasaga Township in Simcoe County; 
thence to high-water mark of Lake Simcoe; thence following 
said mark on south side of Lake Simcoe to northwest angle 
of Brock Township in Ontario County; thence along northern 
boundary of said Township to Kings Highway No. 12; thence 
following said highway to Canadian Pacific Railway in the 
vicinity of Myrtle; thence easterly to Peterborough; thence 
following Kings Highway No. 7 to western boundary of 
Lanark County; thence following western and southern boun- 
daries of said county to high-water mark on north side of 
Rideau Lake; thence following said mark to a point opposite 
northeast angle of Grenville County; thence along eastern 
boundary of Grenville County to northwest angle of Dundas 
County; thence eastward to the Provincial line, September 
15 to November 15; in rest of Province, October 1 to Novem- 
ber 30, except goose (other than brant) in Essex, Kent and 
Elgin Counties, November 1 to December 31. Woodcock 
throughout Province, September 15 to November 30. 


Prince Edward Island.—-Duck (except eider ducks), goose 
(except brant), rail, coot, September 20 to December 5: 





eider ducks, September 20 to November 19; woodcock, Wil- 
son’s snipe (jacksnipe), October 1 to November 15. 


Quebec.—Duck, goose (except brant), rail, coot, east of Port- 


neuf, Laviolette, Lotbiniere, Megantic and Frontenac Coun- 
ties, and north of latitude 49° to western boundary of 
Province, except in the counties of Bonaventure, Gaspe and 
Magdalen Islands, September 1 to October 31; in rest of 
Province, including Bonaventure, Gaspe and Magdalen 
Islands, September 15 to November 14. Woodcock, Wilson’s 
snipe (jacksnipe), September 1 to November 15. 


Saskatchewan.—Duck, goose, coot, Wilson’s snipe (jacksnipe), 


north of Township 62, extending eastward to the 3d meridian, 
and north of Township 60 extending eastward to the Mani- 
toba line, September 1 to October 28; in rest of Province, 
September 18 to November 18. 


Yukon.—Duck, goose (except brant), black brant, rail, coot, 


Wilson’s snipe (jacksnipe), September 1 to October 31. 


NO OPEN SEASON in Canada on the following: 


Wood duck. : 

Eider duck, except in Nova Scotia, New Brunswick, Prince 
Edward Island, Yukon, Northwest Territories, and part 
of Ontario. 

Brant, except in Alberta, Manitoba, and Saskatchewan ; and 
black brant in British Columbia, Yukon, and Northwest 
Territories. 

Swan. 

Crane. ‘ 

Shore birds (except woodcock and Wilson’s snipe or jack- 
snipe). 

LocAL NAMES 


To aid hunters in identifying the more common species of 


ducks, there are given below some of the local names 
applied to them: 

Blue-winged teal: Bluewing, teal, teal duck. 

Bufehead: Butterball, butter duck, dipper, dipper duck. 

Canvasback: Can, canvas, whiteback. 

Cinnamon teal: Teal, teal duck. 

Gadwall: Gray duck, redwing, creek duck. 

Greater scaup: Big bluebill, bay broadbill, scaup, blackhead. 

Lesser scaup: Bluebill, blackhead, scaup, little bluebill, 
broadbill, little broadbill. 

Green-winged teal: Greenwing, common teal, teal duck. 

Redhead: Fiddler, fiddler duck, redneck. 

Ringneck :« Ringbill, blackjack, blackhead. 

Ruddy duck: Stifftail, butterball, ruddy, booby, greaser. 

Shoveler: Spoonbill, spoony, shovelbill. 

Wood duck: Summer duck. woody. squealer. 


Hardware Labor Troubles 


SISTERSVILLE, W. Va.—Have been radical bunch that talk out of the done to us not according to common 
reading your editorial “Labor sides of their mouths. We are quite sense. 


For instance, take the hardware 

















Trouble,” in a recent issue of Harp- 
waRE Ace (See p. 13, June 29, 
1939). Wish this article could be 
read and digested by everyone in 
the United States. You have stated 
the case as it is, but how are we 
going to do anything about it? That 
is the question. 

You speak about the forthcoming 
National Wholesale Hardware Asso- 
ciation convention at Atlantic City 
this October, that several speeches 
would no doubt be made in refer- 
ence to this subject. But will any 
lasting result be obtained, even 
though many able addresses may be 
made? In other words in order to 
get any place with the subject under 
discussion, something aside from 
speeches must be done. What? 

One sure way to proceed, accord- 
ing to our way of thinking, would 
be to use the different organizations 
all over this broad land as a nucleus 
to form an organization. call it what 
you will, and in that way we would 
be prepared to talk back to the 
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sure nine-tenths of the business men 
of this country do not want to op- 
press labor, and moreover the _ busi- 
ness men of this country do not 
want to be oppressed, either. If we 
do, then our blood is dishwater and 
we should be oppressed. 

This thing of labor wanting to 
run their business, also to run other 
people’s business too, is getting to 
the point of silliness. 

As said in one of our former 
articles, if it is membership they are 
talking about, we mean the labor 
unions, we should be in a position to 
roll up a membership that would on 
all occasions protect us in our rights 
to the fullest extent. All that is 
needed is an organization. Harp- 
warE AGE, the National Retail Hard- 
ware Magazine, and thousands of 
other trade journals, could get 
behind this movement and in less 
than no time we would be able to 
talk back without having our build- 
ing blown up, or something else 


associations all over America. They 
could work out the details for them- 
selves, the druggists could work 
theirs out, etc., and then all coordin- 
ate their efforts, and you would have 
some membership and an effective 
one. The manufacturing concerns of 
course would go along as they are, 
for to add too much to the effort 
would no doubt be unwieldy. 
Seemingly, without much thought, 
$1.00 per member per year would 
do the trick. And something should 
be done. There is absolutely no 
sense in getting into the shape of 
the old country. In fact, if it goes 
from bad to worse, it could cause 
nothing else than a revolution in this 
country. The business men have just 
as much right to live as any other 
class, and as said above, if we have 
good red blood in our veins, and we 
think we have, then we are not going 
to kick around too much. 
Must close this before we get mad. 
DurHAM HarpwareE ComMPANy 
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Regardless of the lock job you're figuring on 
. .. remember there is a Best Universal Lock or 
Latch...each equipped with our exclusive 
Best Interchangeable Core . . . to meet the most 
diversified lock requirements, the most exact- 
ing lock specifications. 


By SPECIFYING Best Universal Locks and 
Latches you assure users of exclusive advan- 
tages found in no other locks or locking sys- 
tems: (1) The Best Interchangeable Core which 
means added security ... positive, instant control 
over every lock or latch. This instant changeability 
gives them, in effect, a new lock without new lock 
expense. (2) Individualized Control Key... for 
your customer’s system and his alone. (3) A flexible 
Master-keying System, applicable to a// Best Locks 
and Latches installed. (4) Cylinder Safety Set Screw 
...an exclusive protective feature. (5) New econ- 
omy without changing present lock hardware. 


By STOCKING, displaying and offering Best 
Universal Locks and Latches you enjoy a sharp edge 


THE BEST INTERCHANGEABLE CORE 


SOLVES EVERY 















For Fifteen Years... 
BEST LOCKS HAVE MEANT BETTER 
PROFITS FOR DEALERS EVERYWHERE 
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over competition due to these exclusive advantages. 
They spell more lock sales, easier profits for you! 


For 15 years the biggest firms in the country have 
been enjoying the economy, safety and conveni- 
ence of Best Universal Locks. Let us demonstrate 
how you can get your share of this lock business. 


Representatives In All Leading Cities 


SEND TODAY FOR 
PREVIEW CATALOG 




















BEST UNIVERSAL LOCK COMPANY, INC. - 730 E. Washington St., Indianapolis, Ind. 
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PLAN NOW FOR 


THIS FALL 




















Remind Your Customers 0f 
Fall Painting and Repairing! 





Radio and Paint Combination Display 


Merchandise: Radios in table, floor, and portable models, radio ac- 
cessories such as aerials, tubes, batteries, etc. In paint window show, 
house paint and inside paints, in gallon, and other size cans. Also, 
brushes, water paint, white lead, linseed oil, turpentine, etc. 


Background: Center panels in each section canary yellow wall board, 
side wings ivory. Cut out letter of dark blue corrugated board, fastened 
to background with pins or cement. 


Mass Displays: For tables — portable and table model radios, aerials. 
For platforms — gallon and 5-gallon cans house paint. 








VERY home owner has. 
many things that must be 


attended to so that the 
property may be made ready for 
the winter months. Bring these 
odd jobs to their attention early 
and show the merchandise needed 
to complete this work and you 
will attract new customers and ad- 
ditional business to your store. 
Many items in stock are in season 
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HOME WATER SUPPLY SYSTEMS 








g , L] the ever-increasing market 
for running water! 


For deep or shallow well installations, McDonald offers a dependable, ample capacity system that meets 
— in every respect — instant customer approval. No pumps on earth are better engineered — more care- 
fully assembled or more rigidly tested. McDonald's 83 years experience has produced PUMPS THAT 
SELL — you can meet every domestic water requirement with a McDonald system, and —at a PRICE 


that PLEASES the BUYER and a profit that will please you. 





McDonald Shallow 
Well 
Systems 


Series 420-M-10 
consisting of 250 
gallon - per - hour 
pump mounted 
on 10 gallon tank 
with air volume 
control with chro- 
mium fittings. 
Complete — self- 
contained — com- 
pact. 


@ The McDonald Series 420 is built in four sizes, 
from 250 to 600 gallons per hour. Each one 
combines outstanding performance, rugged de- 
pendable construction — at a price that makes it 
America’s top Water System value! 
WRITE TODAY FOR ALL THE DETAILS OF McDONALD 
HOME WATER SUPPLY SYSTEMS, AND REMEMBER... 
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McDonald Deep 
Well Pumps 


@ A completely NEW 
deep well pump that is 
engineered to give un- 
equaled stamina and 
service. Features in- 
clude an independent 
discharge chamber — 
balanced load distribu- 
tion — simple unit con- 
struction — more weight 
and strength than you 
will ever need. 








Announcing New McDonald 
6”" Deep Well Pump 

Sets a new standard of performance — 
same construction and features that 
make the McDonald 4” Deep Well Head 
America’s outstanding value... 
more deep well pump than 
you've ever seen for the money. 











He Profits Most Who Sells Running Water First! 
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now and all promotion mediums 
such as windows, tables, and ad- 
vertisements should bring this fact 
to the customers’ attention. 

For the store with a mailing list, 
postal card ads on single items 
may be found extremely produc- 
tive. Items such as a small model 
radio, ash basket, or roll roofing 
might be used with interesting 
results. This form of advertising 
is also low in cost. 

The floor display of radios 
should be completely renovated 
for the fall season. New color 
schemes tying in with manufac- 
turers’ aids create a new and im- 
portant atmosphere which is de- 
cidedly essential. If portable 
model radios are shown on regu- 
lar tables plan to show other ac- 
cessories such as aerials, etc. 

Get more attention to fall house 
painting by featuring, in several 
places in the store, large stacks 
of house paint in one and five- 
gallon cans. Price per gallon in 
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five-gallon lots should be featured 
to compare with competitors’ 
practices. An interesting show 
card on the cost of painting a 
small home can be developed and 
priced in terms of monthly pay- 
ments. This should interest many 
more customers in fall painting. 
Develop a seasonal display of 
fall repair goods on one of the 
cross aisle tables. Fasten a dif- 
ferent type of storm door to each 
end of the table. This will enable 


you to show this item in the store 


in limited space. Feature plat- 
form displays of popular priced 
roofing and roof paint. Also, ar- 
range mass displays of items sug- 
gested in the summary of these 
pages. HARDWARE AGE _inter- 
changeable display fixtures are 
used in both windows this month. 

Next month there will be two 
events of unusual promotional in- 
terest—Fire Prevention Week, Oc- 
tober 8-14, and National Washer 
and Ironer Week, October 14-21. 


Watch for the next issue! 





Fall Repair Goods Display 


Merchandise: Combination doors, weatherstrip, roofing, caulking guns 
and compound, roof paint, patching plaster, window ventilators, storm 
window hardware, carded builders’ hardware, lock sets, door checks, 
hasps, letter boxes, padlocks, door mats, thermometers. 


Background: Center panel and wings of wall board painted canary 
yellow. Two types of storm doors complete the background. Lettering 
on panel made from black corrugated board. 


Mass Displays: For tables — weatherstrip, cocoa mats, and window 
ventilators. For platforms — roofing and roof paint. 
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In your town and 
along the highways 
leading from it are 
many homes and 
farms without run- 
ning water. There 
is a real wealth of business in 
this market for dealers who 
sell Myers Water Systems. 
Sales records are being estab- 
lished by many Myers Deal- 
ers this year. There never 
was a better time for you to 
increase your Water System 
business than right now. 


DISPLAY 


Myers Water Systems at Your 
Local Fair This Summer. Plenty 
of advertising material furnished 
on request. 


THE F.E.MYERS & BRO.CO. 
ASHLAND, OHIO, U.S.A. 
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EVEN IN 
POOR LIGHT 


HERE’S THE TAPE 
THEY’RE BUYING 


Want a pleasant surprise? 

Put a Wyteface display 
unit on your tool counter, 
and watch the sales roll in! 

For Favorite Wyteface 
has a lot of real advantages 
that your customers want. 
Its black-on-white gradua- 
tions are easy to read, even 
in dim light. The crack- 
proof white surface is easy 
to clean and protects the 
steel from rust. A new re- 
silience gives this im- 
proved steel tape a marked 
resistance to kinking and 
curling. No wonder Favor- 
ite Wyteface is called “the 
most sensible steel tape 
made”. 

And that’s not all... 
More than 1,500,000 


K&E 


picked prospects are read- 
ing about Favorite W yte- 
face today—in the biggest 
advertising campaign ever 
put behind a steel tape. Hun- 
dreds of these men live 
in your neighborhood. 
Every advertisement tells 
your prospects to look 
for the Wyteface display 
in your store—and the 
handsome display is free 
with initial 


your order. 





Write today for a sam- 
ple of the tape,and an illus- 
trated folder with prices 
and discounts. Sell the steel 
tape they're buying! 


EST... 1867 


KEUFFEL & ESSER CO. 
NEW YORK — HOBOKEN, N. J. 


ravorite WY TEFACE 


STEEL MEASURING TAPES 


YOUR O 


DISPLAY 








KEUFFEL & ESSER CO., Dept. 92, Hoboken, N.J. 


Send sample and folder on Favorite W yteface 


CUSTOMERS 7" 
ARE LOOKING d Name... 
FOR THIS Address 
































News of Retailers, Jobbers, 
and Manufacturers and 
Salesmen 
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HIBBARD, SPENCER. BARTLETT EXTENDS 
PURCHASE OFFER TO H. CHANNON CO. 


Hibbard, Spencer, Bartlett & 
Co., Chicago, Ill, hardware 
wholesalers have offered to pur- 





Cc. J. WHIPPLE 


chase the common and preferred 
stock of H. Channon Co., alsu 
of Chicago, distributor of mill 
supplies. Hibbard’s offer pro- 
vides for the purchase of out- 
standing preferred stock at $7.50 
a share and outstanding common 
stock at 75 cents a share. It is 
subject to acceptance by holders 
of at least 95 per cent of each 
class of stock and a release of 
the Channon company’s liability 
for rent on the property it oc- 
cupies for the remainder of the 
term of the lease. 


The proposal was announced 
to Channon stockholders in a let- 
ter from Ralph E. Kramer, presi- 
dent of the Channon organiza- 
tion, and it is understood that 
more than 75 per cent acceptance 
has already been received. Pay- 
ment of approximately $350,000 
would be paid by the Hibbard, 
Spencer, Bartlett organization, if 
all Channon stockholders _ac- 
cepted the offer. There are out- 
standing 41,872 shares of $10 par 
six per cent preferred and 4.,- 
120 shares of $1 par common. 

It is also understood that a 
tentative agreement has _ been 
negotiated with the lessors of the 
Channon-occupied building cov- 
ering a release from rent liability. 

The Channon company was es- 
tablished in 1875 by the late 
Henry Channon. It occupies a 
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seven-story building at Randolph 
St. and North Wacker Drive. 
Hibbard, Spencer, Bartlett & 
Co,. Inc., was founded in 1855. In 
addition to its business as a 
wholesaler of hardware and re- 
lated lines, the company has con- 
ducted an industrial supply busi- 
ness through a separate depart- 
ment the manager of which is 


P. H. Hartshorn. C. J. Whipple 


is president of Hibbard, Spencer, | 


Bartlett & Co., and is a past 
president of the National Whole- 
sale Hardware Association. 


CENTRAL STATES CLUB'S | 
CONVENTION DINNER 


The Central States Hardware 
Club, Inc., Chicago, IIL, will 
again hold a dinner during the 
joint convention in Atlantic City, 
N. J., of the American Hard- 
ware Manufacturers Association 
and the National Wholesale 
Hardware Association. The af- 
fair will be held Sunday evening, 
Oct. 15, at Hackney’s on the 





At the close of the recent Cin- 
cinnati Congress of the National 
Retail Hardware Association, 
Herbert P. Sheets resigned from 
that body after more than 27 
years of service. At the French 
Lick Congress, a year ago, Mr. 
Sheets, because of ill health, 
asked to be relieved of the re- 
sponsibilities of the office of 
managing director after having 
occupied that position for 20 
years. He was then made direc- 
tor of the research and finance 
department, a newly-created post. 

As a young man, Mr. Sheets 
became a court reporter and while 
in that capacity turned to writ- 
ing advertising copy for the Bar- 
rett Hardware Co., Joliet, Ill. In 
1912 he entered upon association 
work. In 1916 he was named 
assistant secretary and again in 
1917. When the late M. L. Corey, 
secretary of the association, re- 
tired from that office in 1918, 
Mr. Sheets succeeded him. 

Mr. Sheets, during his career 
as managing director of the NR 








= , . ; Hee 
| lined its nation-wide advertising 
| and promotion program for this 


| fall in behalf of its full line of 


HERBERT P. SHEETS RE 
FROM ASSOCIATION ACTIVITY 


Boardwalk, Atlantic City. Tickets 
are $3.00 each and include the 
dinner and entertainment and 
may be secured from the com- 
mittee of arrangements: chair- 
man, Will J. Feddery. Harp- 
WARE AGE, 
Cleveland, 


Ohio; 


The Corbin Screw Corp. and Cor- 
bin Cabinet Lock Co., 321 West 
Randolph St., Chicago, and E. R. 
Swift, The Stanley Works, 61 W. 
Kinzie St., Chicago. 





GENERAL ELECTRIC STARTS 
HOME APPLIANCE DRIVE 


The General Electric Co. out- 


home appliances before a meet- 
ing of distributors for the metro- 
politan area held in the auditori- 
um of the Electrical and Gas 
Association of N. Y., 480 Lex- 
ington, Ave., New York, N. Y., 
on August 2. The theme em- 
phasized in all copy will be “It’s 
Easy To Stay Young When Elec- 
tricity Does The Work.” 


HA, played an important part in 
national hardware affairs. Dur- 
ing his tenure and under his 
directions most of the important 
educational work and service ac- 
tivities were developed by the 
Association. 





1936 Euclid Ave., 
C. J. Heale, 
Harpware Ace, 239 W. 39th St., 
New York City; R. A. Sundvahl, 





LEON W. RYDER 


RYDER, GEN. SALES MGR. 
FOR BARLOW & SEELIG 


Leon W. Ryder has been ap- 
pointed general sales manager of 
the Barlow & Seelig Mfg. Co., 
Ripon, Wis. He succeeds V. F. 
Hannon, who recently resigned. 

Mr. Ryder has been associated 
with the “Speed Queen” organi- 
zation for 11 years. He has been 
divisional sales manager for the 
Indiana-Kentucky-Tennessee divi- 
sion, and during the major por- 
tion of his service with the com- 
pany has been top ranking man 
in “Speed Queen” sales. He will 
make Ripon his headquarters. 


FALL HARDWARE SALE 
MATERIAL FOR DEALERS 


To assist retail hardware deal- 
ers in operation of a fall sale, 
Wm. L. Blumberg Co., Inc., 31 
Warren St., New York City, 
wholesale hardware distributor, 
offers dealers a four-page cir- 
cular featuring a number of sea- 
sonal and year ‘round hardware 
and housefurnishings items. The 
circular printed in black on or- 
ange is offered to dealers for 
$5.00 per 1000, including dealer 
impzint. Eight window stream- 
ers featuring items described and 
illustrated on the front page of 
the circular are included in the 
price of the circulars. 

The circular has autumn dec- 
orations carrying out the idea of 
the Fall Hardware Sale as the 
circular is headed. Bargain style 
prices are featured in the cir- 
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BUSINESS ASKED TO COOPERATE 
IN STUDY OF FEDERAL TAX LAWS 


(Washington Bureau 
of HARDWARE AGE) 


Business and other interests 
are expected to give wide accept- 
ance to the invitation extended 
them by Acting Secretary of the 
Treasury John W. Hanes for co- 
operation with the Treasury De- 
partment and a sub-committee of 
the House Committee on Ways 
and Means in a study of the Fed- 
eral tax structure. Coming from 
Mr. Hanes, a practical business 
man, as well as a capable Govern- 
ment official, with the approval 
of the sub-committee, the move is 
held to offer hope for real im- 
provement in the tax laws and 
regulations rather than for tax 
reductions. By reason of the 
enormous national debt and Trea- 
sury deficits it is thought to be 
unlikely that tax relief in the way 
of slashes can be expected at this 
time. The cooperative study, 
however, is said to offer prospects 
of relief from the impact of Fed- 
eral taxation by making it more 
equitable. rm 

About three weeks ago Repre- 
sentative Jere Cooper, Democrat 
of Tennessee, suggested that busi- 
ness offer suggestions for revision 
of the tax at the next session. 
This is a reversal from the usual 
practice of a sub-committee mak- 
ing a report and then conducting 
hearings on it to get business 
views. It is an even wider de- 
parture from the earlier days of 
the New Deal which, without 
consultation from any _ source, 
whipped its own tax bill into 
shape, and jammed it through 
Congress. Mr. Hanes, while criti- 
cal of business if he thinks his 
position is justified, has a sym- 
pathetic understanding of it, has 
leng urged tax relief and in the 
face of early Administration op- 
position, advocated elimination 
of the onerous undistributed prof- 
its tax. This tax was struck out 
at the last session of Congress, 
due in no small part to the efforts 
of Mr. Hanes. 

In his letter, Mr. Hanes said 
that if individuals and represen- 
tatives of organizations desired to 
have their views put before the 
committee in full he would ar- 
range private hearings prior to 
Nov. 1 before the Treasury staff 
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now compiling a record of pres- 
ent public tax opinions. 

“The chairman of this subcom- 
mittee, Mr. Jere Cooper, is de- 
sirous of having all pertinent ma- 
terial ready for presentation early 
in the next session of the Con- 
gress,” said Mr. Hanes. “With 
the approval of his committee, I 
am writing to ask your coopera- 
tion in this effort to work out a 
tax revision program which will 
further improve the laws relating 
to individual and corporation 
taxes, the regulations derived 
therefrom and the administrative 
procedure in their collection.” 


BARNES HEADS KELVINATOR 
SALES DISTRICT 


Edmund B. Barnes has been 
promoted to an important district 
sales managership for the Kel- 
vinator Division of Nash-Kel- 
vinator Corp., Detroit, Mich. For 
the last three years a member of 
the Kelvinator advertising staff, 
Mr. Barnes is now serving as dis- 
trict sales manager in the area 
embracing such cities as Cleve- 
land, Columbus and Cincinnati, 
Ohio; Pittsburgh, Pa., and Louis- 
ville, Ky., which is a part of the 
company’s east-central region, 
managed by Marvin S. Bandoli. 
Mr. Barnes will make Detroit his 
headquarters city. He was for- 











EDMUND B. BARNES 


merly in the retail selling organi- 
zation of the Frigidaire Sales 
Corp., Cleveland, and a retail 
salesman of electric refrigerators 
for the May Co., also of Cleve- 
land. 


H. B. SHERMAN APPOINTS 
NEW YORK AGENT 


H. B. Sherman Mfg. Co., Bat- 
tle Creek, Mich., has announced 
the appointment of T. J. Crofton 
as representative in and near 
New York City, succeeding the 
late Charles H. Reynolds. Mr. 
Crofton, who has handled the 
company’s electrical lines, makes 
his business headquarters at 30 
Rockefeller Plaza, New York 
City. 











D’OLIVE HEADS S-W 
APPLIANCE DIVISION 
Charles R. D’Olive has been 
appointed as manager of the 
Stewart-Warner household appli- 
ance division, it was announced 
recently by F. A. Hiter, vice-presi- 
dent and general sales manager 
for the Stewart-Warner Corp., 
Chicago, Ill. The resignation of 
J. F. Ditzell, effective Aug. 15, 
as appliance sales manager, was 
also announced at this particular 

time. 

In his new position Mr. D’Olive 
will supervise all phases of Stew- 
art-Warner household appliances, 
including sales, merchandising, 
and engineering. Formerly con- 
nected with the Stewart-Warner 
Corporation, from 1933 to 1937, 
as manager of the refrigerator di- 
vision, he returns from the Cros- 
ley Corporation, where he has 
been vice-president in charge of 
the refrigerator division of the 
company. 


OLD GUARD LUNCHEON 
IN ATLANTIC CITY 

The Old Guard, Southern 
Hardware Salesmen’s Assn., is 
planning a luncheon during the 
joint convention in Atlantic City 
of the National Wholesale Hard- 
ware Association and the Amer- 
ican Hardware Manufacturers 
Assn. The luncheon will be held 
Tuesday, Oct. 17, at 1.00 p.m., 
at the Marlborough-Blenheim 





More than 200 dealers and their clerks attended the semi-annual convention and merchandise 
show, Aug. 6 to 7, of the Northern Wholesale Hardware Co., 109 E. Salmon St., Portland, Ore. 
The show was one of the most successful in the company’s history and gave the hardware 
dealers an opportunity to see and select fall and holiday merchandise from more than 150 
lines displayed. Meetings were also held for the discussion of various matters of interest to 
the hardware dealers. On Monday evening, Aug. 7, salesmen, factory representatives, dealers, 
their clerks and wives were guests of the Northern Wholesale Hardware Co. at a banquet 
served in its basement dining hall. 
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PLANS MADE FOR NATIONAL 
CONTRACT HARDWARE CONVENTION 


While details of the program 
for the annual convention of the 
National Contract Hardware As- 
sociation, Oct. 2 to 5, 1939, at 





I. 8S. ESHLEMAN 


the Hotel New Yorker, New 


Every firm, maintaining a con- 
tract department with a display 
room and a personnel to render 
efficiently the service required in 
the distribution of contract build- 
ers’ hardware is invited to attend 
the convention or have a repre- 
sentative present and take part 
in the various discussions. 

Every manufacturer interested 
in distributor problems is also 
invited to attend, to participate 
in the discussions and present 
suggestions of mutual benefit. 
Manufacturers wishing display 
space can make _ reservations 
through Neal Lang, sales man- 
ager of the Hotel New Yorker. 

Officers of the National Con- 
tract Hardware Association are: 
president, I. S. Eshleman, Os- 
trander & Eshleman, Inc., New 
York City; vice-presidents, J. R. 
Raymer, Raymer Hardware Co., 
St. Paul, Minn.; P. Easby-Smith, 
Builders’ Hardware Corp., Wash- 
ington, D. C.; secretary, R. A. 





York City, have not yet been an- 
nounced, preparations are under | 
way to insure an interesting and | 
instructive meeting for builders’ 
hardware engineers from all parts 
of the United States. | 

Manufacturers’ displays will | 
play an important part in the 
convention and many new build- 
hardware will be 
shown. Officials and representa- | 
tives of manufacturers will be on | 
hand, not only to present their 
lines, but also to instruct build- 
ers’ hardware engineers in thei 
problems. 

Architects’ Day will be Tues- | 
day, Oct. 3. Invitations are being 
sent out by President Eshleman | 
to architects inviting them to/| 
visit the convention and inspect | 
the builders’ hardware display. | 
Oct. 3 is also Construction Day | 
at the New York World’s Fair 
and the convention program has 
been planned to give sufficient | 
time to view all displays. 


items 
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J. H. DUMBELL 


70 


| according to 


| warned 


Culp, Stambaugh Thompson Co., 
Youngstown, Ohio, and treasurer, 
V. H. Haase, Richards & Con- 
over Hardware Co., Kansas City, 
Mo. J. Harold Dumbell is ex- 
ecutive secretary with offices at 
the association’s headquarters, 
Fulton Bldg., Pittsburgh, Pa. 


BKLYN. APPLIANCE DLRS. 
BACK RADIO PROMOTION 

A radio package promotion for 
fall was approved by all districts, 
an announcement 


| made at a meeting of the Elec- 


trical Appliance Dealers Assn. 
of Brooklyn, Inc., held in the 
Columbus Club on Aug. 23. 
More than 100 deale-s attended 
the meeting and heard Samuel 
L. Gottlieb, Brooklyn, N. Y., dis- 
cuss ways of locating missing 
debtors. Russell A. Atkinson. 
R. J. Atkinson, Inc., Brooklyn, 
N. Y., reported on the radio pack- 
age campaign for fall. All dis- 
tricts approved the plan, but he 
dealers against paying 
excessive selling commissions. 
An increase in selling costs would 
result in a loss on the entire 


volume secured by this promotion. 
| The radio will be under the Fair 
| Trade 


Acts of the State and 
merchants should report cut 
price situations to the associa- 
tion secretary. 

Mr. Gottlieb pointed out the 
importance of complete, accurate, 
information on debtor’s name, 
former addresses, and references 
in order to make quick locations. 
Thomas W. Bolger, secretary, in- 
troduced the representatives of 
manufacturers with displays at 
the meeting. He reported that 
considerable publicity was given 





to the correspondence between 
the association and the Metro- 
politan Life Ins. Co. by the trade 
press. The organization is also 
working with other local asso- 
ciations to secure action on the 
Sunday closing laws. A new ser- 
vice to assist members in lo- 
cating missing debtors is now 
available. Sol Scholder, 2nd vice 
president, presided at the meet- 
ing in the absence of President 
George W. Magno. 
SELLING TO FEDERAL 
GOVERNMENT AGENCIES 


“Selling Material and Equip- 
ment to the Federal Government. 
1939” is the title of a book pre- 
pared for the use of sales man- 
agers and others who desire to 
sell material and supplies to the 
Federal Government by means of 
sealed bids. A second book is 
“Government Construction Pro- 
g-am for the Fiscal Year, July 1, 
1939 to July 1, 1940.” Both books 
are sold together for $2.00 and 
may be obtained from Benjamin 
W. Mills, 215 Mills Bldg., 
Washington, D. C. 





GROSHANS, WESTERN MGR. 
FOR HORTON MFG. CO. 
A. E. Askerbe-g, general man- 

ager of the Horton Mfg. Co., 

Fort Wayne, Ind., manufacturer 

of washers and ironing machines, 








JOSEPH GROSHANS 


has announced the promotion of 
Joseph Groshans to the position 
of western sales manager. Mr. 
Groshans will make his head- 
quarters in Chicago and_ will 
supervise the territory from the 
Mississippi River westward to 
Denver and from Texas to Min- 
nesota. 

Mr. Groshans was formerly a 
district manager covering north- 
ern Illinois and southern Wis- 
consin. His service record with 
Horton extends over a period of 
13 years and during that time he 
has built up a large following of 
customer-friends throughout the 
mid-central territory. 


TRU TEST ANNOUNCES 
STAFF APPOINTMENTS 


The Tru Test Marketing and 
Merchandising Corp., Merchan- 
dise Mart, Chicago, IIl., has an- 
nounced the appointment of 
George T. Evans of Chicago to 
its staff in a field executive ca- 
pacity. Mr. Evans has recently 
served six years as merchandise 
sales supervisor for Seavs, Roe- 
buck and Co. He has also been 
sales representative for a number 
of nationally known manufac- 
turers in the Central West. He 
served on the merchandising staff 
of the Winchester Simmons Co. 
for four years. Mr. Evans also 
owned and operated his own 
hardware store in Chicago. Thus 
he has gained retail, wholesale, 
manufacturing and chain store 
experience and is ably trained in 
modern methods of merchandis- 
ing hardware, housewares, sport- 
ing goods, paint, plumbing, tires, 
oil, and automotive accessories. 

R. D. “Bud” St. John is an- 
other recent member of the Tru 
Test Marketing & Merchandising 
staff. He will undertake the 
work of catalog building for Tru 
Test distributors. Mr. St. John’s 
entire business career has been 





in hardware. He served, for the 
past five years, as advertising 
manager for the Morley-Murphy 
Co., wholesale hardware firm of 
Green Bay, Wis. He has made 
an outstanding contribution to 
the effectiveness of hardware 
catalogs. In addition to his prac- 
tical catalog knowledge, Mr. St. 
John has had a number of years 
of experience in printing and en- 
graving. He will compile hard- 
ware catalogs for a large number 
of jobbers distributing Tru Test 
merchandise over the entire 
United States. 

Recently appointed to the mer- 
chandising department of Tru 
Test. J. R. Fillebrown, has moved 
from Philadelphia to Chicago. 
For the past 18 years he has been 
associated with the Supplee Bid- 
dle Hardware Co., Philadelphia, 
since 1933, serving that company 
as sales promotion manager. To 
the Tru Test organization, he 
brings a fund of advertising 
knowledge gained in more than 
20 years’ advertising experience 
to help in the development of 
merchandising and promotional 
helps for retailers. 
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THE OFFICERS 


At the head table, left to right: W. W. Edwards, Federal Hard- 
ware Co., chairman of the board; E. S. Norvell, E. C. Atkins & 
Co., secretary-treasurer; W. Earl Clapp, The Yale & Towne Mfg. 


Co., president, and R. E. Doti, Igoe Bros., vice-president. 


50 Attend Outing of Hardware 
Trade Association of New York 


Fifty members and guests at- 
tended the fourth golf outing of 
the Hardware Trade Association 
of New York at the Scarsdale 
Country Club, Hartsdale, N. Y., 
on August 16. A large number 
arrived early in the day and par- 
ticipated in the golf tournament 
during the morning and _ after- 
noon. Others arrived later to 
enjoy the meeting and dinner in 
the evening. Wilson F. Barnes, 
New York Wire Cloth Co., was 
the winner of the first prize with 
a low gross of 78. M. B. Morris, 
Igoe Bros., won second prize for 
low net. The kickers’ handicap 
was won by John Davey, Russell, 





Burdsall & Ward Bolt & Nut Co., 
while E. T. B. Penman, Neal & 
Brinker Co., received the consola- 
tion award. The prize for non- 
golfers was won by Joe Walker, 
Buffalo Bolt & Nut Co. Prizes 
were contributed by E. C. At- 
kins & Co., The Yale & Towne 
Mfg. Co., Wood Shovel & Tool 
Co., Long Island Hardware Co., 
and Federal Hardware Co. Ar- 
rangements for the party were 
made by the Executive Commit- 
tee headed by H. L. Gilliam, 
Wood Shovel & Tool Co., as 
chairman. W. E. Clapp, the Yale 


and Towne Mfg. Co., president of | 
the group. presided at the meet- | 


ing. 





Golfing honors went to these hardwaremen. 


Left to 


right: M. B. Morris, Igoe Bros.; Wilson F. Barnes, New 


York Wire Cloth Co.; E. 


T. B. Penman, Neal & 


Brinker Co.; John Davey, Russell, Burdsall & Ward 
Bolt & Nut Co.; Joe Walker, Buffalo Bolt Co. 
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New angles on 
BACK DOOR PROFITS 


Where are the doors? Everywhere! Millions of 
back doors, basement doors, closet and attic 
doors are your wide open market for ILCO 
NIGHT LATCHES and DEAD LOCKS. That’s 
one angle. 

Another angle you don’t oftem see is this as- 
sembled view of an ILCO NIGHT LATCH, 
ready to go to work. 

Ic reflects security—for the owners who ac- 
quire real cylinder lock protection—and for you 
who acquire satisfied customers at a nice profit. 

And think of all the back doors... ! 


No. 256 Night Latch—Unusually rugged and looks ex- 
tra large but replaces any standard model. Furnished 
with 5 pin tumbler cylinder. Black wrinkle finish 
with polished brass trimmings. (I//ustrated). 


No. 210 Night Latch—New streamlined model fits nar- 
row stiles without over-hang. Has improved strike 
and extra wide bolt. Furnished with 5-disc tumbler 
cylinder, patented non-spill type. Wrinkle finished 
in black or bronze. 


Display ILCO Night Latches in your windows and 
store to get this profitable fall business. 


1LCO KEY BLANKS 


See us first. We maintain an extremely large 
assortment at all times, and can fill orders 
from stock. 


NIGHT LATCHES 


| INDEPENDENT LOCK CO., FITCHBURG, MASS. 


Branches in all Principal Cities 















FOR 


SCHOOL BUSINESS 


In every locality this month there is one or more 
school buildings, each of which is a prospect for 
replacement hardware. This is the business to go 
after, and here are two Rixson Specialties to win 
a good profit. 





t 
Rixson Single-Acting Door Check 


This guaranteed check operates with unexcelled precision 
and endurance. Made by pioneer checking device manu- 
facturers, it closes doors smoothly and positively, yet 
permits their opening under the light touch of children, 
Ideal for schools. 





Rixson Nos. 38 & 39 Door Stay & Holder 


Curved spring arms, a new principle in door stop, take 
up the shock of full opening. Saves hinge damage. In 
No. 38 a hold-open adjustment is made by a turn of the 
thumb piece. No. 39 holds doors open automatically 
when pressed back. 


rn “ «“ ™ 
THE OSCAR C. RIXSON COMPANY 
4446 Carroll Avenue, Chicago, Illinois 
RIXSON REPRESENTATIVES AT: 
NEW YORK: 101 Park Avenue, and 2034 Webster Avenue—PHILADELPHIA: 211 
Greenwood Avenue, Wyncote, Pa.—ATLANTA: 152 Nassau Street-—NEW ORLEANS: 
100i Broadway—SAN FRANCISCO: [16 New Montgomery Street—LOS ANGELES: 


909 Santa Fe Avenue. 
LONDON. ONTARIO. Canada: Richards-Wilcox, Ltd. 
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IMPROVED MECHANISM IN BUILDERS’ HARDWARE 
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WESTINGHOUSE OFFERS 
KITCHEN PLANNING BOOK 


A new Kitchen Planning Man- 
ual, addresssed especially to the 
trade, has just been published 
by Westinghouse. This man- 
ual is a practical book of kitch- 
en-planning fundamentals and 
standard kitchen plans for archi- 
tects, kitchen engineers, builders, 
and retailers of complete electric 
kitchens. 

Fully illustrated, the new man- 
ual is divided into three parts— 
(1) Fundamentals of Kitchen 
Planning, (2) Individual Centers 
and Standard Kitchen Plans, and 
(3) Installation Data. The 
formula for estimating cabinet 
storage space, special data, and 
charts for color schemes, a dis- 
cussion of type of kitchens, and 
information on _ lighting the 
kitchen, are all a part of the 
fundamentals of kitchen plan- 
ning. 

The Kitchen Planning Manual 
can be secured from Westing- 
house Electric and Manufactur- 
ing Company, Mansfield, Ohio. 











| GELDNER DISTRICT MGR. 
| FOR REPUBLIC STEEL 

| A. C. Geldner, assistant sales 
| manager at Los Angeles, Calif., 
for the Republic Steel Corp., 
Cleveland, Ohio, has been ap- 
pointed district sales manager. 
Mr. Geldner joined the Union 
Drawn Steel Co. as salesman in 
its Cleveland office in 1920, con- 
tinuing in that capacity until 
1928, when he was made Cleve- 
land district sales manager. In 
1932 he joined the staff at the 
Los Angeles office, and in 1934 
was made district sales manager 
for the Pacific Coast, which posi- 
tion he held until early in 1939, 
when he was appointed district 
sdles manager at Los Angeles. 


NEW DISTRICT HEADS 
FOR HERCULES POWDER 


R. W. McKee has been named 
acting manager of the Birming- 
ham, Ala., office of Hercules 
Powder Company, Wilmington, 
Del., following the sudden death 
on August 1, of J. J. Grimes, 
manager for the last 21 years. 

Mr. McKee is well known to 


| explosives consumers of the 


Southeast and has been identified 
with the Hercules organization 
since 1922 as salesman and tech- 
nical representative. 

F. George Trescher is now act- 
ing manager of the San Fran- 
cisco office of Hercules Powder 
Company. J. B. Johnson, former 
manager, was recently transferred 
to the home office at Wilmington 
as director of purchases. 


identified with the explosives in- 
dustry for many years and has 
been a member of the Hercules 
West Coast organization since 
1925. 


FROHLICH IN NEW YORK 
WITH NORGE DISTRIBUTOR 


Unusual Norge sales activities 
in the New York area have made 
imperative the transfer of E. L. 
Frohlich, formerly eastern sales 
manager, Norge Division, Borg- 
Warner Corp., Detroit, Mich., to 
an executive sales position with 
the New York Norge distributor. 

The constantly increasing sales 
pace caused by the signing of 
several very large government 
orders, plus a general increase 
of business and business activity 
have caused Charles B. Warren, 
president of the Warren-Norge 
Corp., to request the services of 
Mr. Frohlich from the factory. 

In going to New York, Mr. 
Frohlich rejoins an organization 
with which he first became identi- 
fied in 1931 when Norge distribu- 
tion in the metropolitan area 
was handled through a factory 
branch. When Warren-Norge Corp. 
took over the distributorship, Mr. 
Frohlich became sales manager of 
that operation. In January, 1939, 
Mr. Frohlich joined the factory 
sales organization as eastern sales 
manager, which position he re- 
linquishes to return to New York. 


DEMONSTRATION BUSES 
FEATURE EVANOIL FILM 


With a colorful fleet of five large 
trans-continental type buses now 
touring different sections of the 
country, all Evanoil dealers are 
having the opportunity of see- 
ing the 1939 line of heaters made 
by the Evans Products Co., De- 
troit, Mich., in actual demonstra- 
tion, and also of viewing the 
recently completed Evanoil 
sound-slide film entitled “Com- 
fort for Sale.” Dealers wishing 
to make sure that their stores 
will be scheduled as a “port of 
call” are requested to advise 
their distributors or write direct 
to the Detroit factory. 

On the inside above the bus 
windows, there is a series of il- 
lustrated posters which points out 
each one of Evanoil’s selling fea- 
tures. The Evanoil representa- 
tive in charge of each bus refers 
to these posters from time to 
time during his message and 
demonstration. At the rear of 
the bus, a silver screen flashes 
the Evanoil film, which lasts for 
approximately 20 minutes. Syn- 
chronized with each of the 100 
separate film shots is a recording 
that reproduces the voices and 
sound effects of people and prop- 








Mr. Trescher has been actively 


erties seen in the film. 
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INLAND STEEL OPENS 
CINCINNATI OFFICE 
Inland Steel Co., Chicago, IIl., 
will soon open a district sales 
office at Cincinnati, Ohio, with 
Kenneth J. Burns as district 





KENNETH J. BURNS 


sales manager. This new office 
will have supervision over sales 
in the State of Ohio and in east- 
ern Kentucky. 

Until recently Mr. Burns was 
district sales manager for 
Youngstown Sheet & Tube Com- 
pany at Youngstown, Ohio. He 
has been associated with that 
company since 1917 and has 
served as a salesman in its 
Cleveland office and as manager 
of sales in its Cincinnati and In- 
dianapolis offices, as well as the 
Youngstown office. Between 1929 
and 1934 he was assistant man- 
ager of sheet and plate sales in 
the general offices at Youngstown. 





TUBBS CORDAGE MAKES 
SALES DEPT. CHANGES 


Following its established cus- 
tom of making advances from 
within its own organization, the 
Tubbs Cordage Co., San Fran- 
cisco, Cal., has announced the 
following changes in its sales 
department. 

Wallace I. Atherton has be- 
come sales manager with head- 
quarters in San Francisco. He 
was formerly in charge of South- 
ern California sales for Tubbs’ 
rope and twine. Mr. Atherton 
succeeds the late Stuart Hen- 
shaw. 

Succeeding Mr. Atherton in 
the Southern California territory 
is Joseph H. Barry, who joined 
the Tubbs organization 20 years 
ago. He has been identified with 
sales in the northern California 
territory. Richard Hughes, Jr., 
has taken over sales in the north- 
ern part of California. Mr. Camp- 
bell will continue in charge of 
San Francisco Bay area sales, 
while Mr. Black, specializing in 


divide his time between the 
southwestern oil fields and the 


markets of the midwest. 





IMPLEMENT DEALERS 
MEET, OCT. 9-12 


The 40th annual convention of 
the National Federation of Im- 
plement Dealers’ Associations 
will be held at the Hotel Sher- 
man, Chicago, IIl., Oct. 9 to 12, 
1939. The official board will 
meet Monday morning, Oct. 9. 
Sessions of the convention will 
be held mornings and afternoons 
on Oct. 10, 11, and 12. 

A committee of five, headed by 
past-president, C. R. Peters, Des 
Moines, Iowa, will submit its re- 
port covering its investigations 
into the subject of an enlarged 
program of activities. The Retail 
Farm Equipment Association sec- 
retaries, composed of the secre- 
taries of 20 state and interstate 
associations in the Federation, 
will hold their annual meeting 
on the same dates, and will pre- 
sent to the official board the new 
system of accounting for imple- 
ment dealers which they have 
prepared under the authority of 
the board. On Tuesday evening, 
Oct. 10, there will be a confer- 
ence between the Federation’s 
trade relations committee and 
the committee on dealers’ asso- 
ciations of the Farm Equipment 
Institute. 

H. L. Covert, 322 Scarritt 
Bldg., Kansas City, Mo., is secre- 
tary of the Federation. Alfred 
W. Bernien, Reedsburg, Wis., is 
president. 





Pharr Home From 
Hospital 








F. E. PHARR 


F. E. Pharr, president, chair- 
man of the board, and sales 
manager of the Buhrman-Pharr 
Hardware Co., Texarkana, Ark., 
has been confined at a hospital 
in Hot Springs, Ark., but his 
condition is such that he has 





oil field cordage and Pacord, will 
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been permitted to return home. 





WE SWITCHED TO 
CANS .-.now we 


SHOW A PROFIT ON 
EVERY SALE OF 
LINSEED OIL 





S POL-MER-IK 


«, LINSEED OIL 











AND GIVE OUR 
CUSTOMERS THE 


Extra Value 


OF COOKED OIL 


AT 
No Extra COST 












IN CANS! 


WE QUIT SELLING bulk oil 
when we discovered that it's 
the last 10% that holds the 
profit. In bulk selling that last 
10% had a habit of disappear- 
ing in foots, leaks and over- 
measuring. POL-MER-IK IN 


CANS makes us money. Now 


we're sure we sell all the lin- 
seed oil we buy. We buy a can 


— sell a can. Our profits are sure and certain. There are 
no losses. POL-MERIK IN CANS sells faster. We get a 
better turn-over. Painting Contractors and home-owners 
want that Extra-cooked oil value at no extra cost found 
only in Pol-mer-ik. Get your linseed oil sales on the 


profit side. 


GET THE POL-MER-IK STORY 


BWKRBRBHARASBRBRRRRSERSESEHEEEE SEE 


WRITE TODAY! 


ABLE IN PINTS 
AND IN ONE 
VE GAL.CANS 





BSRBeeeeeseeeeeennaa 


ARCHER DANIELS MIDLAND COMPAN 





Roanoke Building, Mi lis, Mi t 
Mail me the Pol-mer-ik Story. Tell me the 
name of the nearest jobber. H39G 
PER s 6.00 cn dccsddcccececeseseseccsoce 
PBs 0c ccccscccvcesccssovescoceses 
Town ee eeseeeeereceseee Stetei........ 


Jame eese Se SeSeeBeeeBesens 
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GIBSON MEN AT “PRODUCTS PRACTICE” SCHOOL 





Eight divisional sales managers of the Gibson Electric Refrigerator Corp., Greenville, Mich., in 
a four-day factory session took part in an intensive “Product Practice” school. In their study 
of the new Gibson electric range, the men started with an examination of the wires in oven 
elements and finished by cooking a complete meal in the Gibson “Kookall Kettle.” The “Prod- 
uct Practice” school also had sessions on the range market, range advertising, and range sales 
presentation. Gibson cooking caps and aprons, instead of caps and gowns, were presented to the 
divisional men when they left. Left to right are: F. E. Basler, general sales manager; Harry Lip- 
pert, range specialist; Charles Hoell, comptrollor; Bill Browne; Jack Tepfer; Arnold Baldwin 
(rear); Ed Edsall (front); Charles Horowitz (rear); Frank Dewey; Charles Johnson; Ed 
Jacobs; Walter D. Krauter, service manager; Dorothy Z. Swift, home economist; Les Taufen- 
bach; Brower Murphy; A. D. Vining, assistant to sales manager; F. S. Gibson, Jr., secretary- 
treasurer; John L. Stephens, sales promotion manager; Gregory V. Drumm, sales promotion; 








C. J. Gibson, president, and L. W. Hamper, vice-president. 


Schick Dry Shaver Inaugurates 
Old Razor “‘Trade-In” Campaign 


“National Old Razor Trade- 
In” is the theme of a promotion 
by which Schick Dry Shaver, Inc., 
Stamford, Conn., is introducing 
its newest model the 1940 Schick 
“Captain.” For a limited time 
only customers will get $2.75 for 
any razor—‘wet” or “dry,” safety, 
straight-edge or electric, as a 
“trade-in” allowance on Schick’s 
new dry shaver. This results in 
a net price to the consumer of 
$9.75 for this new shaver which 





is listed $12.50. This newspaper 
campaign will run in 52 of the 
key trading areas of the country 
and in addition in several na- 
tional magazines. 

Dealers are offered tie-up mate- 
rial announcing the idea and in- 
viting the public to “trade-in 
your old razor here.” In addi- 
tion, tie-up ads for the dealers’ 
own use are offered free. These 
consist of a series of three-column 
ads, a series of two-column ads 





and a series of one-column ads. 
Special store leaflets, printed in 
three colors and imprinted with 
the store name are also free. The 
campaign gets under way early 
in September and runs through 
up to the 15th of November. 
Schick Dry Shaver, Inc., ab- 
sorbs the full cost of this “trade- 
in” allowance. The dealer is not 
asked to contribute toward this 
$2.75 allowance. Furthermore, 
present owners of Schick dry 
shavers ave offered an extra dol- 
lar allowance, or $3.75, making 
the price of the new “Captain,” 
$8.75, to former Schick owners. 








TOASTMASTER ADDS 
TO SALES FORCE 


C. Y. Goss and G. W. Yeoman 
have been added to the sales staff 
of the Toastmaster Products Di- 
vision of the McGraw Electric 
Co., Elgin. Ill. Mr. Goss will be 
stationed in the New York office 
of this company, and will work 
under the direction of J. K. 
Munger, eastern district manager. 

Mr. Yeoman will be stationed 
in the Chicago office and will 
cover the Chicago territory under 
the direction of S. J. Sutton. 
Harry B. Davis has also been 
added to the sales department, 
and will work in the office of the 
sales department at the factory 


at Elgin, Tl. 


500 RETAILERS ATTEND 
WESTERN TRADE SHOW 


On Friday evening, Aug. 11, 
showrooms on the fourth and fifth 
floors of the Western Merchan- 
dise Mart, San Francisco, were 
filled with visiting dealers, buy- 
ers and retail salesmen in an 
“Open House” to the trade. The 
exhibitors of radios, appliances, 
housewares, lamps and giftwares 
sponsored this semi-annual divi- 
sional Trade Inspection Evening, 
for which invitations were mailed 
throughout northern and central 
California. 

Considerable placing of orders 
by interested dealers and buyers 
was reported by a number of ex- 
hibitors. However, a large pro- 
portion of the several hundred 
visitors weze retail salesmen, tak- 
ing advantage of this opportunity 
to see instructive displays and 
helpful demonstrations of new 
developments in merchandise and 
selling methods. 





Sales representatives from every part of the country convened in Hartford, Conn., recently for the Fifth Annual Silex Sales Con- 
vention. They were present at the presentation of the new entirely automatic Silex glass coffee maker, the new Catalina Coffee 
Service, and the Silex Spray Tea Maker. 
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Hardware Age Special Train to 
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Arrives in Atlantic City, N. J. Sunday Morning, October 15, 1939 at 9:15 
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on. 
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"% Time Table Schedule of 
= the HARDWARE AGE SPECIAL 
A Through Train with No Change 
at North Philadelphia 
Modern, Air-Conditioned, All-Pullman Equipment 
via Pennsylvania Railroad from 
a, ‘ ° ° 
th Chicago, Kansas City, St. Louis, 
in- ° © 7 ° 
sa Cincinnati, Detroit, Columbus, 
oa Pittsburgh, Louisville and other 
n points en route 
es (detailed time schedule below) 
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al HARDWARE AGE SPECIAL 
ee ee The new low rail fares now in effect offer a saving 
's Time on round trip ticket to Atlantic City, for example, 
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cS Lv Fort Wayne .......... 1.38 p.m. from Chicago, a round trip ticket, good in upper berths 
Lv Mansfield ...+......... 5.24 p.m. : ; : eee 
o- Lv Canton ...... poh eam 7.05 p.m. only, is $42.95. Should delegates be interested in visit- 
d Lv Alliance (special stop). 7.25 p.m. : : , 
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“ Ar Atlantic City, Sun., ae round trip tickets te New York via Atlantic City at 
7 Ee BS ccscvcesecconns 9.15 a.m. 
d a rate of $52.45 for use in lower berth or room accom- 
i HARDWARE AGE SPECIAL modations, and $47.55 when occupying an upper berth, 
d CONNECTIONS . , 
Saturday, October 15 plus the usual Pullman charges. 
Connect With Your local travel agent or railroad ticket office or 
” Leave Special Train at 
Detroit 12.40 p.m. .... Mansfield, Ohio any Pennsylvania Railroad representative can route 
Toledo 2.05 p.m. ...... Mansfield, Ohio " ‘ ‘ > ‘ 
Cleveland 5.00 p.m. .... Alliance, Ohio you on this special through train via or connecting at 
Youngstown 7.51 p.m. ..... Pittsburgh R ‘ ‘ ‘ 
Louisville 7.25 a.m. ....... Pittsburgh any of the points given in the detailed schedule. Reser- 
elegeeeACLeS pt nit ieee het vations can also be made through Harpware Ace, 239 
To connect with special train at Chicago ae 7 : . f : 
Friday, Oct. 13, Lv. Kansas City 9.00 p.m. W. 39th St., New York City; 1012 Otis Bldg., Chicago, 
Saturday, Oct. 14, Ar. Chicago 8.30 a.m. Ill., and 1836 Euclid Ave., Cleveland, Ohio. 
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Pointers photographed at CGiralda Farms, Madison, N. J. 


Here’s a sure-fire way to make your gun and ammu- 


nition sales pay DOUBLE profit returns! 


Sell UNION 


HARDWARE Gun Cleaning Implements. Every gun 
user recognizes the need for reliable cleaning equip- 
ment—knows it is essential for accurate shooting and 


keeping firearms in perfect condition. 


Remind your 


customers of these facts and cash in on easy profits 
by featuring the complete UNION HARDWARE line, 
every item of which is expertly made to do a thorough 
cleaning job. See your jobber TODAY and get all 


the facts. 


mmm rete MOI 


No. 246—RIFLE CLEANING BRUSH 


Made in two styles—bristle or brass wire brush. 
Twisted core and shank, .22 or .50 cal. 


ee 


No. 248—SHOT GUN CLEANING BRUSH 


Adaptable to all shot gun cleaning rods. Espe- 
cially designed to remove rust, lead and caking. 
Made with both bristle or brass wire brush, 8 to 
28 and .410 ga. 





No. 95—SHOT GUN CLEANING ROD 


Birch wood, three jointed with brass trimmings, 
and wool swab, wire brush and wiper, 10 to 28 
and .410 ga. 


It will prove worth while. 


! 


No. 141-B 
BRASS RIFLE 
CLEANING ROD 


Slotted with re- 
movable threaded 
tip to take brass 
or bristle brush. 
.22 to .50 calibre. 


HARDWARE COMPANY 
GS EWE Ga YU 


REC US.PAT. OF F 


ESTABLISHED :854 


TORRINGTON. CONN. 


NEW YORK OFFICE 


ISI CHAMBERS STREET 
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INDUSTRIAL MARKET DATA 
HANDBOOK NOW AVAILABLE 


Secretary of Commerce Harry 
L. Hopkins has announced that 
a new guidebook for American 
businessmen, the “Industrial Mar- 
ket Data Handbook,” containing 
vital information for establishing 
new sales territories, production 
quotas and marketing campaigns, 
is now available for distribution. 

The handbook, contains com- 
plete figures on industrial pro- 
duction, employment, value of 
products, cost of material, fuel 
and power, and output per wage 
earner for each of the 3070 coun- 
ties in the United States, and 
similar data for every city of 
more than 10,000 population. The 
figures in the handbook pertain 
to 1935, the latest year in which 
information in this form is avail- 
able. 

In announcing the publication 
of the handbook Secretary Hop- 
kins pointed out that the study 
is especially designed to aid sales 
and advertising executives in esti- 
mating sizes and locations of 
their markets together with the 
potential value of these markets. 

Included in the handbook is 
a tabulation of the county loca- 
tions of 169,111 manufacturing 
plants by kinds of industry. Par- 


| allel tables covering the mining 
| industry with a county location 
| table for each of the 23,000 mines 





by type of mine are also in the 
handbook. 

Operation summaries showing 
the number of firms engaged, 
cost of material, fuel and power, 
value of products and the num- 
ber of wage earners are in- 
cluded on a national basis for 
each of the 280 industries cov- 
ered in the handbook. 

The publication also contains 
information dealing with chan- 
nels of distribution and manu- 
facturing operation costs, as well 
as a key table on wholesale op- 
eration in a number of heavy 
industries. 

The handbook was prepared 
as a cooperative study by the 
Bureau of Foreign and Domestic 
Commerce, the Census Bureau, 
and the Bureau of Mines. 

Firms and individuals desir- 
ing to obtain copies of the “In- 
dustrial Market Data Handbook” 
may do so by placing their or- 
ders with the Superintendent of 
Documents, Washington, D. C., or 
with any District Office of the 
Bureau of Foreign and Domestic 
Commerce located in principal 
centers of the United States. The 
price of the handbook is $2.50 
per copy. The publication may 
be further identified as Domestic 
Commerce Series No. 107. 








SIMPLIFIED PRACTICE, 
EAVES TROUGH AND 
CONDUCTOR PIPE 


The Standing Committee in 
charge of Simplified Practice 
Recommendation R29, Eaves 
Trough and Conductor Pipe, has 
approved a revision of the Recom- 
mendation, and the Division of 
Simplified Practice of the Na- 


tional Bureau of Standards has 


| mailed copies to all interests for 





consideration and approval. 
This recommendation, which 
became effective July 1, 1925, es- 
tablished a simplified schedule of 
sizes for eaves trough, conducto- 
pipe, and elbows, and fixed a 
minimum gage weight for met- 
als used in the manufacture of 
eaves trough, conductor pipe, 
shoes, miters, and accessories, 
such as gutters, valleys, ridge 
rolls, etc. It was reaffirmed an- 
nually to and including 1932, 
and again in 1935 and 1937. 
The first revision, which is now 
proposed, would further reduce 
the sizes of eaves trough by the 
elimination of the 3% and 8- 
inch sizes; add a 1%4-inch diam- 
eter plain round conductor pipe, 
and enlarge the scope of the 
recommendation to include box 





and roof gutters and plain ridge- 
rolls. The proposed recommen- 
dation would effect an elimination 
of about 200 items in eaves 
trough, ridge rolls, and their ac- 
cessories, and materially reduce 
the variety of box and roof gut- 
ters, according to the Standing 
Committee. 

Mimeographed copies of the- 
proposed revision may be ob- 
tained from the Division of Sim- 
plified Practice, National Bureau: 
of Standards, Washington, D. C. 


L. W. SAUER REPRESENTS 
ANCHOR-HOCKING GLASS 


L. W. Sauer, who for many 
years has been well-known to the- 
glassware and houseware trade- 
on the West Coast, is now district 
manager in northern California: 
for the Anchor-Hocking Glass 
Company, Lancaster, Ohio. For 
the past 12 years he has been 
with the Baker-Smith Company, 
whose headquarters are located 
in the Western Merchandise Mart, 
San Francisco; he has specialized! 
in Corning glass lines during that 
period. He is vice-president of 
the San Francisco Pot and Ket- 
tle Club. 
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Under the auspices of Earle 
Poorman, district appliance sales 
manager, appliance and merchan- 
dise department, General Electric 
Company, a meeting of all Gen- 
eral Electric clock distributors in 
the metropolitan area of New 
York was held a short time ago. 
At this meeting there was a 
thorough discussion of the en- 
forcement of minimum prices, 
established under contracts en- 
tered into in May, 1938, in ac- 
cordance with the Feld-Crawford 
Act. 

J. P. Rainbault, manager of 
clock sales section, and Ray H. 


G-E TO ENFORCE MINIMUM 


PRICES ON CLOCKS 


law department, explained to the 
distributozs a simple and effec- 
tive plan which has been adopted 
to enforce the fair trade con- 
tracts with respect to clocks. The 
maintenance of established mini- 
mum prices will be vigorously 
pushed under this plan, which 
the distributors stated they were 
prepared to support. All reported 
pzice cutters will be carefully in- 
vestigated and appropriate action 
taken where actual violations are 
found. General Electric Company 
intends to make a determined 
effort to maintain the minimum 
prices which have been estab- 











lished for resale of its clocks. 





Luebbe and Merrill Brown of the 


HILDA HARDWARE THE BELLE OF NATIONAL 
DAIRY MONTH 


Hilda Hardware graced the grand finale of Minnesota’s observ- 
ance of National Dairy Month. Crected by the Minnesota Retail 
Hardware Association, her anatomy was one of pans, pails, fun- 


nels, strainers, and a score of other hardware items. Her skirt 
was made of wire screen. Because of Minnesota’s leadeship in 
dairy production, the state’s hardware merchants are keenly in- 
terested in promoting greater consumption of dairy foods, which 
is the objective of dairy month. A. J. Rynda, president of the 
Minnesota association, estimates that the state’s 2,000 retail deal- 
ers carry an inventory of more than $1,000,000 in dairy hard- 
ware. On Hardware Day, June 28, nearly all the 1,400 association 
members featured dairy equipment window displays, including 
everything from milk pails and strainers to milking machines 
and stanchions. 
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START EARLY FALL BUYING RIGHT! 


Five New, Big-value Padlocks, in addition to Corbin’s regular 


line, meets every customer's call for a good padlock at a 


price he wants to pay. 


No. 291A — 14" wide; Extru- 
ded Brass Body; All 
Brass Pin Tumbler 
Mechanism; Hardened 
Steel Shackle, Cadmi- 
um Plated - Retail $1.00 


No. 9904 — 114" wide; Rustless 
Die Cast Body; Cad- 
mium Plated; Ward 
Mechanism. Retail 15¢ 


No. 9966 — 15" wide; Rustless 
Die Cast Body; Pin 
Tumbler Mechanism; 
Double Locking Fea- 
75¢ 


No. 9966 CR — Chromium 
Plated - Retail . $1.00 


No. 9903 — 114" wide; Rustless 
Die Cast Body; Ward 


Mechanism - Retail 10¢ 


ture. Retail . . 


FREE— 2 NEW DISPLAY BOARDS 





These Boards were de- 
signed after careful 
study of Padlock de- 
mands. They cover 
popular priced, active, 
over-the-counter sel- 
lers only. The right 
number of locks in the 
right price classes. 
Large Board displays 
10¢ to $1. Sellers. 
Small Board displays 
25¢, 50¢, 75¢ and 
$1. Retailers. 


CORBIN CABINET LOCK COMPANY 


MEW TORK NEW BRITAIN, CONN. 


CHICACO 
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PRIDE AND PROFITS 
THAT QUALITY BUILDS 


This business was built on pride—the pride of 
a family of craftsmen in the products of their 
hands. For 75 years this company 
has built pride into wood boring 
tools—pride that would not let 
them give anything but the best 
they knew in workmanship and 
materials. 

That same pride is still the guid- 
ing principle—still makes it a 
part of the day’s work that every 
bit shall be inspected by the 
grandsons of the original owner 
before they may be offered to the 
trade. 

This same pride of quality will 
build profits for you. 


The Bit Illustrated is a 
WRIGHT EXPANSIVE BIT 


No slipping or creeping of cutter as cross screw 
on shank meshes with cutter thread and holds 
it firmly in position. 


cONVALCO. 

Connecticut Valley Wig. Co. 
Incorporated /874 

CEVTERBROOK cere es (7.10 I 









SELL THIS 
Running Water 
SERVICE 


The modern country home 
owner demands in his home to- Pare 
day the same conveniences found 

in the city. Above all else he wants a running water system 
. .. but it must give him regular, uniform service. You 
can meet his demands for a good dependable water system 
with a Roper. You can give con- 
crete facts and reasons to show 
him why a Roper Water System 
with its many distinct and ex- 
clusive advantages will give day 
in and day out service without 
a break. 


* Write for Catalog 
of Shallow and Deep Well 


ROPER 


eee a eens 


WATER SYSTEMS 





GEO. D: ROPER CORP., ROCKFORD, ILL. 
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OBITUARIES 


| ERNEST H. BALDWIN | the American Screw Co. since 
1929. He had previously been 


| E . Baldwin, 73, presi- 
| Pigg Po ences aad Seidwin | associated with the Winchester 
Repeating Arms Co., New Haven, 


Hardware Co., wholesale hard- 

ware concern of Sp-ingfield, Mo. | Conn. 
passed away recently. An engi 
neer of national note, Mr. Bald- 
win was a life member of the 
American Society of Civil En- 
gineers. 

Born in Charlottestown, Prince 
Edward Island, Canada, on 
March 7, 1866, he first went to 
Springfield in 1886 to join his 
father and brother, A. R. Bald- 
win in the hardware business. 
Deciding to enter the engineering 
profession, he went to Cornell 
University and obtained his de- 
| gree as civil engineer. 

From 1895 to 1905, he was con- 
|nected with the Metropolitan 
| Water board as engineer in con- 
| struction of the water supply for 
Boston, Mass. Completing this 
work, he joined the United States 
Reclamation Service as engineer 
| in charge of the Pathfinder dam 
in Wyoming and the Bumping 
Lake Katches and Keechelus 
dams in Washington. He also 
engineered construction of the 
Elephant Butte dam in New| port, N. Y., passed away, Aug. 24, 
Mexico. In 1915 he was made} of a heart attack. Mr. Morris, a 
chief engineer for the USRS,|} member of the Harpware AcE 
supervising work in 13 states. fle | 50 Year Club, had been a hard- 
resigned that position in 1917 to| ware man for 58 years, starting 
work in Chile, South America,| his hardware career at the age 
where he supervised all the Gug-| of 17. 

genheim Brothers’ construction! Mr. Morris was first employed 
work. In 1919 he returned to} by the firm of Harmony and 
America as chief construction en-| Woodward. After 18 years with 
gineer for the Sinclair Oil Co.| the company, he bought the busi- 
Two years later he entered the| ness and operated it for 13 
Rogers and Baldwin organization | months as the F. D. Morris Co. 
as secretary and treasurer and| Early in 1909, the late L. L. 
upon the death of his brother, he| Chadwick bought an interest in 
became president as well as trea-| the business and the firm con- 
surer. tinued-as Chadwick and Morris 

Mr. Baldwin leaves two daugh- | until Mr. Chadwick’s retirement 
ters, a son Howard R. Baldwin,| in 1918. The Morris Hardware 
| of New Orleans, and a brother,| Corp. was organized in 1920. 
| W. M. Baldwin who succeeds him Mr. Morris had been a direc- 
as president. tor for 20 years of the Niagara 
County National Bank and Trust 
CHARLES H. REYNOLDS | Co. He was secretary of Evans 
and Liddle Corp., broom manu- 
facturer. He had been a director 
of Lockport Y.M.C.A. for 21 
years and last spring had retired 
from the board of trustees of 
the First Presbyterian Church 
| after 23 years of service. 

| His widow and a daughter sur- 
EDWARD W. LEE | inn. 

Edward W. Lee, southern sales | ~-— 
representative of the American | 
|Screw Co., Providence, R. I., | JOHN P. MAXWELL 
| passed away Aug. 5. Mr. Lee,| John P. Maxwell, founder and 
|a member of the Old Guard,| president of the Maxwell Hard- 
| Southern Hardware Salesmen’s| ware Co., Oakland, Cal., passed 
Assn., had been associated with | away Aug. 9. 








FRED D. MORRIS 


Fred D. Morris, 75, president 
and treasurer of the Morris Hard- 
ware Corp., 38 Main St., Lock- 








FRED D. MORRIS 








Charles H. Reynolds represen- 
tative of the H. B. Sherman Mfg. 
| Co., Battle Creek, Mich., passed 
| away Aug. 13. Mr. Reynolds had 
| represented the company in and 
| around New York for many years. 
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THOMAS O. PARKER 


Thomas O. Parker, 74, veteran 
representative of the Enterprise 
Mfg. Co. of Pennsylvania, Phila- 
delphia, Pa., passed away Aug. 
11. Until his retirement several 
years ago, Mr. Parker had trav- 
eled in the South since 1904. 

Starting in the brokerage busi- 
ness in Charleston, S. C., after 
his graduation from college, Mr. 
Parker joined the Enterprise or- 
ganization in 1904. In 1913 he 
was given charge of the South- 
ern territory and moved his head- 
quarters to the factory at Phila- 
delphia. 

Mr. Parker was a member of 
the Old Guard, Southern Hard- 
ware Salesmen’s Association, a 
member of the Golden Legion of 
Phi Delta Theta, and during the 
World War, was given special 





THOMAS 0. PARKER 


honors for outstanding work in 
connection with the sale of Lib- 
erty Bonds. 











COMMITTEES NAMED BY 
MILL SUPPLY MFRS. ASSN. 


D. W. Northup, president, The 
Henry G. Thompson & Son Co., 
New Haven, Conn., and president 
of the American Supply & Ma- 
chinery Manufacturers’ Assn., 
Inc., has announced the appoint- 
ment of the following committees 
of the association: 

Distributor Relations: chair- 
man, H. F. Seymour, The Co- 
lumbian Vise & Mfg. Co., Cleve- 
land, Ohio; vice-chairman, 
William A. Purtell, Holo-Krome 
Screw Corp., Hartford, Conn.; 
L. M. Knouse, Stanley Electric 
Tool Co., New Britain, Conn.; 
Don S. Brisbin, The Columbus- 
McKinnon Chain Cgrp., Tona- 
wanda, N. Y., and C. H. Ingwer, 
The Ridge Tool Co., Elyria, Ohio. 

Research and Sales Survey: 
chairman, George U. Hatch, Mil- 
lers Falls Co., Greenfield, Mass.; 
E. S. Grant, Dodge Mfg. Corp., 
Mishawaka, Ind.; C. C. Ziegler, 
The Greenfield Tap & Die Corp., 
Greenfield, Mass.: DeWitt Van- 
derVoort, Victor Saw Works, 
Middletown, N. Y., and P. F. 
Callaghan, General Refractories 
Co., Philadelphia, Pa. 

Sales Promotion Literature: 
chairman, C. F. Conner, The B. 
F. Goodrich Co., Akron, Ohio; 
Roy D. Baldwin, Simonds Saw & 
Steel Co., Fitchburg, Mass.; M. 
W. Dallas, E. C. Atkins & Co.. 
Indianapolis, Ind.; A. M. Jones, 
Buffalo Bolt Co., North Tona- 
wanda, N. Y., and William Green, 
L. S. Starrett Co., New York City. 

Industrial Exhibits: chairman, 
George Abbott, Alexander Bros., 
Inc., Philadelphia, Pa.; J. F. 
Apsey, Jr., Black & Decker Mfg. 
Co., Towson, Md.; H. L. Coats, 
Flexible Steel Lacing Co., Chi- 
cago, Ill.; Irving Lemaux, Jr., 
Indianapolis Brush & Broom Mfg. 
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Co., Indianapolis, Ind., and 
Harry Blum, Armstrong-Blum 
Mfg. Co., Chicago. 

Membership: chairman, Clif- 
ford B. Cecil, W. O. Barnes Co., 
Detroit, Mich.; W. B. Ilko, Abra- 
sive Co., Philadelphia, Pa.; R. L. 
Hamilton, Dumore Co., Racine, 
Wis.; C. C. Chamberlain, Jen- 
kins Bros., New York City, and 
James G. Geddes, H. K. Porter, 
Inc., Everett, Mass. 

Constitution and By-Laws: 
chairman, H. K. Clark, Norton 
Co., Worcester, Mass.; J. A. 
Gardner, Cincinnati Tool Co., 
Norwood, Cincinnati, Ohio; H. D. 
North, Ferry Cap & Set Screw 
Co., Cleveland, Ohio: Roger 
Tewksbury, The Oster Mfg. Co., 
Cleveland, Ohio, and C. L. Butts, 
The Wood Shovel & Tool Co., 
Piqua, Ohio. 


35 ATTEND RUBBERSET 
SALES CONVENTION 


The Rubberset Company, 
Newark, N. J., manufacturer of 
paint brushes, held its annual 
sales convention at the Essex 
House, Newark, N. J., on Aug. 
16, 17, 18. About 35 salesmen 
and executives attended. 

The welcoming address was 
given by H. P. Bristol, president 
of Bristol-Myers Company, of 
which Rubberset is a subsidiary. 
G. L. Herrick, vice-president and 
general manager of Rubberset, 
followed with an outline of the 
company’s prospects for 1939- 
1940. The three-day program in- 
cluded a trip through the plant, 
analysis of the new Mastercraft 
and Freflo paint brush lines, im- 
portant new disclosures of the 
Research and Development De- 
partment, and a presentation of 
sales policy and the sales pro- 
motion program for 1939-1940. 








News in Locks! 


e Eagle Lock Co. offers you real quality at a 
minimum price. Combination Padlock No. 
04956 has everything you could ask for — 
durability, strength, security and ease of oper- 
ation. Retail price only 65¢ yet there’s a good 
profit in it for you. 


e More than one hundred years of hardware 
manufacturing stand behind this Eagle prod- 
uct. Workmanship guaranteed against imper- 
fections. Materials of highest grade. Heavy 
die cast case 1-13/16” in diameter. Dial is 
die cast. 


e Forty raised graduations and numerals on 
dial assure easy reading. Cadmium plated 
shackle withstands pull of more than 1,000 
pounds. Shackle secured at both ends by new 
locking feature. Available with ten-inch 
shackle for bicycles. 


e If your jobber cannot supply you, write us 
direct. 


EAGLE LOCK CO. 


General Offices 


TERRYVILLE, CONN. 





Branch Offices 
179 N. Franklin St., Chicago 
114 Bedford St., Boston 


26 Warren St., New York 
521 Commerce St., Philadelphia 


NIGHT LATCHES * TRUNK LOCKS + FRONT DOOR SETS + STORE DOOR SETS 
PADLOCKS + CABINET LOCKS « WOOD SCREWS + STOVE BOLTS + MACHINE SCREWS 
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Toy Wholesalers and Mfrs. Offer 


Cooperative Xmas Advertising Plan | 


To help retail stores handling 
toys sell more toys this coming 
Christmas and to guide parents 
and dealers in the selection of 
playthings suited to children of 
different age groups, the Famous 
Funn Family Service plan has 
been introduced by Famous Funn 
Family, Inc., R. C. A. Building, 
Rockefeller Plaza, New York. 
Through cooperation of 14 whole- 
sale toy distributors and 49 dif- 
ferent toy manufacturers a selec- 
tion of 210 different toys is 
offered the public through means 
of a cooperative advertising cam- 
paign including colorful con- 
sumer catalogs, newspaper mats 
for dealers and advertisements 
in national publications. Melvin 
Freud, Reiss Advertising, Inc., 
R. C. A. Building, Rockefeller 
Center, New York City, is presi- 
dent of Famous Funn Family, 
Inc., under whose direction the 
plan is operated. Activities of 
the Famous Funn Family are 
limited entirely to the selection 
and advertising of the toys, there 
being no cooperative buying or 
any other type of buying service 
entailed. 

The toys featured in the plan 
were selected by representatives 
of 14 wholesale distributors of 
toys, following study of the needs 
of youngsters of different ages. 
Toys which are part of the 
Famous Funn Family range in 
retailing selling price from 25 


cents to $30.00 (for electric 
trains), although the average 
price is $2.00. Cooperating 


wholesalers are: Schranz & Bie- 
ber Co., Inc.. New York City; 
Fellows & Co., Inc., Boston, 
Mass.; Minsky Bros. & Co., Pitts- 
burgh, Pa.; Thomas, Field & Co., 
Charleston, W. Va.; Williams & 
Shelton Co., Inc., Charlotte, 
N. C.; Buhl Sons Co., Detroit, 
Mich. (hardware wholesalers) ; 
Long-Lewis Hardware Co., 
Birmingham, Ala.; Licht & 
Wankelman, Inc., Cincinnati, 
Ohio; A. C. McClurg & C»., Chi- 
cago, Ill.; Rice-Stix, St. Louis, 
Mo.; Pensick & Gordon, Los An- 
geles, Calif.; Golden Gate Sta- 
tionery & Toy Co., San Francisco, 
Calif.; The H. H. Tammen Co., 
Denver, Colo., and The J. K. Gill 
Co., Portland, Ore. 

Each of the whoelsalers has 
agreed to stock all of the items 
listed in the catalog. Dealers 


cooperating in the plan must | 


agree to carry at least half of 
the items shown in the catalog 
and to purchase and distribute 
a guantity of the rotogravure book- 
lets featuring the Famous Funn 
Family toys. The booklets cost 
the dealer $26.25 per thousand 
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copies. The 
the dealer’s imprint as well as a 
place for a mailing address. 

Dealers participating in the 
plan will be limited in number. 
Limitation of dealers will be 
based on trading areas served by 
dealers. In addition to the cata- 
logs and national advertising of 
the plan, dealers will be offered 
window display and other decora- 
tive trim tying in with the Fa- 
mous Funn Family. Advertise- 
ments in national publications 
will include coupons which read- 
ers will send to headquarters to 
obtain the name of the nearest 
Famous Funn Family dealer. 
Plans for a quiz contest to en- 
courage children to read the cata- 
logs will be announced at a 
later date. 


ELECTED TO MIAMI 
CITY COMMISSION 

Fred W. Hosea, prominent 
hardware merchant of Miami, 
Fla., received strong support in 
the recent city election which 
placed him on the city commis- 
sion. Mr. Hosea, who is asso- 
ciated with the Hart Hardware 
Co. of Miami, went in on a good 
business administration platform. 
He was elected for a four-year 
term; has assumed charge of 
many phases of the city govern- 
ment, and is handling his duties 
as a commissioner with expedi- 
tion and a ready grasp of public 
affairs. 

Born in Toccoa, Ga. Mr. 
Hosea as a young man traveled 
the state of Florida for 10 years 


selling hardware. He entered the | 


retail business in Miami and 


booklets measure | 
8% by 11 inches and will have | 








FRED W. HOSEA 


opened the Hart Hardware Co. 
in 1922. The business has en- 
joyed steadily growing patronage 
and stocks a complete line of gen- 
eral hardware, builders’ hardware, 
paints and sporting goods. 





NEW DISTRICT SALES HEAD 
FOR STEWART-WARNER 


E. G. Hefter has joined the 
Stewart-Warner Corp., Chicago, 
Ill., as radio district sales man- 
ager for the recently created cen- 
tral west territory. A graduate 
of Armour Institute of Tech- 
nology, and of the University of 
Illinois, Mr. Hefter claims more 
than 20 years’ practical experi- 
ence in the radio industry and 
allied fields. His background, in 
executive sales and merchandis- 


ing capacities, includes con- 
nections with several pioneer 
radio manufacturing organiza- 


tions, where his technical know]- 
edge has been a decided ad- 





vantage. 





PROPOSED SIMPLIFICATION 
FOR HICKORY HANDLES 


The standing committee in 
charge of Simplified Practice 
Recommendation R77, Hickory 
Handles, has approved a revision 
of the Recommendation, and the 
Division of Simplified Practice of 
the National Bureau of Standards 
has mailed copies to all interests 
for consideration and approval. 

This recommendation is the 
result of the industry’s efforts to 
conserve hickory by reducing the 
number of handle grades and by 
emphasizing the greater impor- 
tance of quality and utility fac- 
tors in the selection of handles 
as compared with that of appear- 
ance. The original recommenda- 
tion was approved by a general 
conference of producers, distribu- 
tors, and users in 1927, and was 
reaffirmed in 1930 and 1935. 

The first revision which is now 
proposed, provides one set of 
grades for both long and short 
handles, and reduces the number 
of grades from 11 to 8. Provi- 
sion has been made for red as 
well as white handles in AA and 
C grades, so that both are avail- 
able in each of the major grade 
classifications—AA, A, B, and C. 
Definitions of blemishes and de- 
fects which control the grade 
classification of handles have also 
been included. 

The revised recommendation, 
following the approval of pro- 
ducers, distributors, users, and 
other interests, will remain in ef- 
fect until it is again revised by 
the standing committee of the in- 
dustry. 

Mimeographed copies of the 
proposed revision may be ob- 
tained from The Division of Sim- 
plified Practice, National Bureau 
of Standards, Washington, D. C. 





COL. HUGHES B. KENNEDY HONORED ON 50TH ANNIVERSARY 





Col. Hughes B. Kennedy, vice-president, Wimberly & Thomas Hardware Co., Inc., Birmingham, 
Ala., was guest of honor at a banquet given him, July 28, on the anniversary of his 50th year of 


service with the company. 


Wimberly, Jr., presented Col. Kennedy with a gold-and-diamond-set “Fifty-Year Pin.” 


Approximately 50 of the company’s employees attended. Felton 


Col. 


Kennedy started with the company in 1889 as a territory salesman in northwestern Alabama and 
represented Wimberly & Thomas in that connection for more than forty years. Above are: Feltun 
Wimberly, Jr., vice-president and treasurer; Col. Kennedy; H. Lawrence Schmitt, secretary, and 


Fulton Seelbinder, sales manager. 
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of the NEW JUNIOR 
SALES MAKER 

















The New Low Price 
means ADDED SALES 


OPPORTUNITIES YZ 


for Dealers 








Genuine 











BROWN & SHARPE 
HAIR CLIPPERS 


—T he Choice of Professional Users 
Write for catalog—Brown & Sharpe Mfg. Co., Providence, R. I. 
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New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims — New Packages — New Colors — Catalogs 


“Sampler” Screw Driver Offer 


Contains 34 screw drivers in five dif- 
ferent styles and three popular sizes. 
Four free displays included: attractive 





easel-back card of “Tips,” the screw 
driver man that holds one driver on an 
individual card; colorful easel-back dis 
play card with spring steel clips that 
hold four drivers; display carton to hold 
six drivers on individual cards. Dealer’: 
cost of assortment is $3.50. Retail value. 
$6.55. The Irwin Auger Bit Co. Wil 
mington, Ohio. 


Manning-Bowman “Sales- 
master” 


Vanning, Bowman & Co., Meriden, 
Conn., has recently announced a_ fall 
merchandising plan, called the ‘Profit 
Package for 1939.” The promotion is 
based on a new display fixture named 
“The Salesmaster,” given free to Man- 
ning-Bowman dealers. This display fix- 
ture is shaped to display merchandise 
without shutting off the view between 
aisles. It is 295¢ in. wide at the base 
and 32% in. high—suitable for dealer's 
counter. It is built of beautifully lac 
quered wood in coral, gz-ey, and white. 
The color scheme was designed to har- 
monize with modern store decorations. 
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“The Salesmaster” is given free to 
dealer in connection with an unlimited 
choice of the most salable items in the 
Manning-Bowman line. The dealer 
makes his own selection from com- 
petitively priced, popular selling items. 
all listed by Underwriter’s Laboratories, 
Inc.. and from extra feature automatics. 


Sanding Machine 


“Hileo Chief’—of simple construc- 
tion. Powered by a V-belt drive with 
no gears or chains. Weighs 95 Ib. 
Manufacturer has adopted liberal trade- 
in policy in sale of this model to re- 
place older types of machines now in 
use. The Hilger Co., St. Cloud, Minn. 


oT 





*““Hand-Saver” Gloves 


Made of chamois cloth, fast color and 
washable. Sizes are small and regular. 
Suitable for dusting, painting, polishing, 








oeanes 
poveries 
saneceres 





gardening, driving, and sweeping. Eaci: 
pair packed in Cellophane envelopes, 
12 to a carton. George Glove Co., 122 
E. 25th St., New York City. 


Tool Catalog 


The Armstrong Bros. Tool Co., Chi- 
cago, IIl., has issued a new catalog, No. 
C-39 on all Armstrong lines: tool hold- 
ers; carbon, chrome-vanadium and de- 
tachable head socket wrenches; “C” 
clamps; lathe and milling machine 
dogs: turret lathe and screw machine 
tools; ratchet drills; bits; blades, and 
high speed steel; setting-up tools; ma- 
chine shop specialties, and pipe tools. 


Store Fixture Catalog 
W.C. Heller & Co., Montpelier, Ohio. 


has issued its newest catalog, No. 40 
on its many new types of streamlined 
store equipment. 
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9-Inch Deep Well Pump 


The Dempster Mill Mfg. Co., Beatrice. 
Neb., has added a 9-in. stroke deep well 
power head to its line of electric water 
-ystem. This gives the company a com- 
plete range of sizes in the shallow well 
type with capacities of 250, 350, 500 and 
750 gal. per hr., and deep well power 





pumps to take care of wells of consider- 
able depth. The deep well power 
pumps are of the splash lubricated type. 
They have only eight moving parts, 
eliminates friction and since they are 
designed with a floating cross head, 
power requirements are reduced to a 
minimum. Fitted with an adjustable 
motor bracket to permit adjustments 
either way. This permits use of practi- 
cally any type of motor. ‘ 


Electric Water Coolers 


A complete line of fiftieth anniversary 
electric water coolers built in bottle and 
bubbler types has been announced by 
Cordley & Hayes, 145 Hudson St., New 
York City. Cabinets are finished in 
grained walnut and metallic bronze. Oc- 
cupy floor space of 15% in. square due 
to space saving double deck design of 
self-contained condensing unit with 
compressor mounted above motor. Au- 
tomatic control maintains correct tem- 
perature of water to suit. Refrigeration 
mechanism floats on large live rubber 
pillows to absorb vibration and add to 
quiet running. Coolers for bottled water 
are equipped with permanently sanitary 
and rust-proof stainless steel water cool- 
ing container. Standard cup dispensing 
machines are regular equipment. Cabi- 
net can be had with stainless steel re- 
frigerated compartment. Bubbler type 
coolers for connecting to city water lines 
are equipped with contamination proof 
bubbler designed so that cups and 
glasses can be filled as well as being 
able to drink directly from stream. 
Splash proof bowl is shaped to cooler. 
Large capacity models have “cold-saver” 
which takes advantage of waste water 
to pre-cool incoming water. Heavy duty 
model is equipped with extra outlet to 
hook up one or more remote bubblers. 
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Our salesmen wise-cracked about this dis- 
play—they wanted to know which business 
we're in... fine tools or pipe organs. But 
they all agree on one point . . . that this 
new Tuf-Flex Merchandiser is a stopper. It 
will sell hack saw blades . . . stimulate pick- 
up sales . . . make it easy to select the right 
sizes . . . remind the casual shopper of his 
needs. We think you'll share their view that 
this unit is too good for you to ignore ... 
and can't be ignored by your customers. 
Yellow, red, and black, it’s an eye-catcher; 
intelligently planned, it tells its own sales 
story. Calliope or not, it will play a merry 
tune around the cash register. It’s FREE 
with your order for the assortment shown— 
a dozen each 10”-18T, 10”-24T, 10”-32T, 
12”-18T, 12”-24T, and 12”-32T. 


ASK YOUR JOBBER TODAY 


Your jobber either bas or can get for you 
this Tuf-Flex Merchandiser at no charge 
except the cost of the 1 gross of blades— 
$5.50 list, subject to your usual discounts. 
Phone or write him now ... or write to 
Millers Falls direct, giving your jobber’s 
name and address. 


MILLERS FALLS 


Greenfield, Massachusetts 








TUF-FLEX—THE MOST 

ECONOMICAL GENERAL 

PURPOSE BLADE EVER 
DEVELOPED 


Tuf-Flex Hack Saw Blades are su- 
per-tough, sufper-flexible. Used on 
thinnest sheets or tool-steel rods, 
they can’t be stripped, can’t be 
broken, can’t be beat. Tuf-Flex 
blades are truly amazing perform- 
ers. Ideal for automotive, plumb- 
ing, electrical, steam fitting, and 
other severe work. They stand abuse. 
Get full details from your jobber, 
or write Millers Falls. 


MILLERS FALLS 
TOOLS 


COMPANY 
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Streamlined Pump 


This streamlined pitcher spout comes 
completely packaged in a compact, 
dustproof carton to reduce breakage, 
facilitate handling and eliminate pos- 





sible damage to the finish. This pump 
has been completely redesigned and 
styled. Among its features are: stream- 
lined and sanitary enclosed top; non- 
slip pail hook; non-drip spout capable 
of handling full discharge of pump 
without overflow; reinforced ribs; com- 
pletely enclosed base; totally enclosed 
piston plunger rod connected to ful- 
crum and a new fulcrum link desigi 
which is said to reduce side wear ani 
friction on plunger leather. In addition, 
the danger of freezing is reduced. Rais 
ing the pump handle to the extreme 
top position operates a trip valve which 
drains the pump, preventing freezing 
and assuring fresh water at all times. 
Red Jacket Mfg. Co., Davenport, Towa. 


“Phantom Doorman” 


Automatic opener and closer for 
hinged doors. Briefly, it is the Yale 
door closer, visible or concealed, 
equipped with electric hydraulic con- 
trols which make it an automatic doot 
opener as well as a closer. It is op 
erated either by electric eye or switch 
control, or a combination of these to 
meet individual requirements. Hydraulic 
pressure, supplied by a pump driven by 
an electric motor, is applied directly tv 
the piston of a Yale door closer. ‘lhi- 
pressure moves the piston, connected to 
the pinion shaft and door closer arm, in 
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one direction to open the door. The 
hydraulic pressure is then relieved and 
the door closer spring closes the door 
in the regular manner. Pressure may be 
easily regulated and it cushions th: 
swing of the door at the fully opened 
and closed positions. The power is ap- 
plied gently at the beginning of the 
door’s swing and moderated at the end 
of the swing arc. There is no sudden 
pressure or stopping, and therefore, n» 
shock. “Phantom Doorman” is self-lu- 
bricating and liquid is said not to 
freeze so this device can be adapted for 
use on outside entrance doors under 
severe weather conditions. When power 
is shut off, doors equipped with this de- 
vice may be opened by hand and they 
close automatically just as any door with 
a Yale closer. The Yale & Towne Mfg. 


Co., Stamford, Conn. 


Metal Moulding Trim 


Manufactured ready for application in 
all building modernization; display and 
exhibit purposes, bars, fixtures, sinks, 
home and office furniture decoration; 





as a trim with glass, mirror, tile, iron, 
bronze, brass, linoleum, wallboard, etc. 
Available in extruded aluminum, rolled 
stainless steel in the snap-on type as 
well as other rolled shapes. Folder 
available, showing the numerous types 
of moulding trims. R. D. Werner Co., 
Inc., 21 E. 30th St., New York City. 


*““Never-Lift” Automatic Iron 


By pressing on the front of the handle 
of this iron, the iron lifts itself. Two 
legs are insulated so they won’t scorch 
or mark. When ironing is to be re- 





sumed, iron is pressed down and heel 
of handle is pressed. Stand then clicks 
into place. Proctor Electric Co., Seventh 
St. and Tabor Rd., Philadelphia, Pa. 





1940 Schick Dry Shaver 

This newest Schick dry shaver is called 
the “Captain” and retails for $12.50. The 
motor is a new “impulse type” of higher 
speed than the motor in the former 





Schick “Standard,” the previous model 
now superseded by the “Captain.” It 


operates on AC or DC. It is claimed 
that the new shaver is 50 per cent faster 
as a result of a reduction in friction 
and stepped up power in the motor. 
Shearing head is said to be mounted in 
a manner which might be compared 
with “floating power” in an automobile. 
Springs which hold the inner cutter pro- 
vide even pressure along the length of 
the shearing head, to eliminate possi- 
bility of shaver cutting sharply at one 
end and “pulling at the other.” Slots 
in shearing head are wedge shaped- 
wider at top and narrow at bottom of 
cutting surface. Maker states bevelled 
slots permit the skin to flow into the 
slot and closer to the scissor action of 
the inner cutter, resulting in closer, 
cleaner, and quicker shaves. Heat re- 
ducing coil is said to keep contact points 
60 per cent cooler and result in less 
vibration, longer wear and completely 
eliminate possibility of “smoking.’ 
Motor shaft is insulated at two separate 
points making it impossible for electric 
element to reach the skin. Schick Dry 
Shaver, Inc., Stamford, Conn. 


Garden Shears Display 


No. GT 1940—displays 10 grass shear= 
on side while on the front a selected 
assortment of pruners can be displayed. 
with room for two additional gras+ 
shears. Display is 22% in. wide, 20 in. 
high, and 17 in. deep. J. Wiss & Sons 
Co., Newark, N. J. 
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Spring Rake 


The former Bailie spring rake is now 
being made and sold by Henry Disston 
& Sons, Inc., Philadelphia, Pa. The 
Disston No. D-24 spring rake, as it will 
be known, has been redesigned and im- 





proved. “Back-Bone” spring construc- 
tion takes strain off the teeth and elimi- 
nates need for heavy metal frame. 
Patented slot and key construction pro- 
vides four point suspension to the teeth. 
Hardened and tempered flat spring steel 
teeth are said not to wear sharp in use. 
They are flexible. Attractive packaging 
has been designed. Suggested retail 
selling price, $1.75. 


Juice Extractors 


“Ream King”—made in table and wall 
model. Has die cast polished aluminum 
bowl and reamer with Zamac alloy 
enameled base; steel cut bevel gears, 
sturdily made. A third juicer is the 
“Streamline Super Juicer” made of Za- 
mac alloy with polished aluminum cup 
and strainer—steel gear and_ pinion. 
National Die Casting Co.. 600 N. Al 


hany Ave., Chicago, Il. 
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Corn Holder Set 


“Air-Flow”’—corn spears are stream- 
lined and tarnish-proof plated. Packed 
8 to a set on wooden peg holders with 
which they can be served. Suggested 
retail selling price, $1.00 per set. Deal- 
er’s cost, $7.20 per dozen. Maisto’s, 
Inc., 9 Rockefeller Plaza, New York 
City. 


Seale Display Card 





This full-color display card is being 
distributed without charge to hardware 
dealers now stocking Detecto scales. 
The cartoon was drawn by a nationally 
known cartoonist. Detecto Scales, Inc.. 
Main and Water Sts., Brooklyn, N. Y. 






Taper Forged Shovel 


Blades and socket are taper forged 
in one piece from a single bar of steel. 
Taper forging is said to give a blade 
with thicker sections of forged steel at 
all points of strain and wear such as 





frog, heel, etc., and also to permit great 
strength with light weight. Keen cutting 
edge enters all types of material with 
ease. Blade is fully heat treated with 
improved armor plate finish. Handle is 
strong, tough ash with new fire hard- 
ened finish. Featured also is a new “D” 
top on short-handled shovels. This top 
is larger with more comfortable hand 
grips, with split barrel to give spring 
socket effect. Taper forged shovels 
available in four numbers to retail at 
$1.29 to $1.39 each. The American 
Fork & Hoe Co., Cleveland, Ohio, 


Bolt, Nut Reference Book 


Clark Bros. Bolt Co., Milldale, Conn.. 
has issued a new and enlarged combined 
catalog and reference book, No. 39, cov 
ering its line of bolts, nuts, screws, and 
rivets. 


Grass Catcher 

No. C-17—made expressly to fit and 
match the construction, design and 
finish of the C-17 mower. Maker states 
it has heaviest type galvanized frame 
and base; fine grade canary color can- 
vas and special type fittings. Is easy 
to attach and detach. Suggested retail 
selling price, $2.25. Clemson Bros., Inc., 
Middletown, N. Y. 
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Water Heater 


“Kitchen Kabinet, Model ‘KK’™ 
made only in 20-gallon capacity. De- 
signed primarily for kitchens where 
space is limited as in apartments and 


homes. Can be regulated by user to 
provide hot water at temperature de- 
sired. In case safety pilot is extin- 
guished it automatically cuts off supply 
of gas to main burner. The Hotstream 
Heater Co., 8007 Grand Ave.. Cleveland, 
Ohio. 


Paint Rejuvenator 


Miracle “Challenger’”—-rejuvenates old 
paint stock without opening the can. 
Capacity is two one-gallon cans. Holder 
will accommodate and grasp any recep- 





tacles of varying size from one-quarter 
pint to one gallon without the use of 
pads or special attachments for each 
container. Dimension of rejuvenator: 
length, 16 in., width, 18 in., height, 12 
in. Motor is 1/6 h.p., AC. List price, 
$67.50. Miracle Paint Rejuvenator Co., 
Inc., 500 Roberts St., St. Paul, Minn. 


Galena Sales Aid Book 


The Galena Oil Corp., Cincinnati, 
Ohio, has available a booklet entitled, 
“The Galena Retailer,” which is an in- 





teresting exposition of Galena motor oil. 
The booklet gives hints on Galena dis- 
plays for dealers’ stores and also dis- 
cusses methods of concluding of Galena 
motor oil sales and the types of sales 
talks to be given the customer. 


Utility Cabinet 

Constructed of heavy furniture steel 
with round corner on all four sides and 
one-piece “water fall” rounded top. 
has solid black base instead of feet. 
Hardware is modern and streamlined. 
Made four different heights, 35, 43, 55 





and 66 inches. It is 12 in. deep and 
18 in. wide. E. J. McAleer & Co., Inc., 
1422 North Eighth St., Philadelphia, 
Pa. 
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“Vaculator” Hospitality Set 
This complete coffee service includes 
a new “Vaculator” electric model, with 
handles and a three-in-one cover of ma- 
hogany plastic; and 18 by 11'4-in. ham- 
mered coppertone steel tray with genu- 
ine walnut handles; a_ distinctively- 


Wood Screw Display Case 


Case is lustrous black Bakelite molded 
on to which all sizes and shapes of 
heads and thicknesses of screws are 
attached. Each shelf is numbered so 





that all the customer need do is select 
the particular item and then the clerk 
can immediately locate the proper screw 
through this key. Metallic screws stand 
out brilliantly against black background. 
Display is covered by glass front. Eag/: 
Lock Co., Terryville, Conn. 
Florence Stove Campaign 

The Florence Stove Co. Gardner, 
Mass., is launching this season’s ranges 
and stoves—oil, gas, and its new electric 
line—with an extensive educational! 
campaign. A feature of the campaign 
is the distribution of a sales training 
manual prepared by the department of 
Merchandise Education of Good House- 
keeping. The manual is a 16-page 
booklet covering all three types of 
ranges. The selling points are based 
on an analysis of actual answers from 
2,700 housewives. 








styled sugar and creamer of spun alu- 
minimum, with walnut handles, and a 
three-piece set of crystal relish dishes. 
This $10.95 value set will be offered for 
a limited time at special prices to per- 
mit its being sold for $5.95. Hill-Shau 
Co., 311 N. Desplaines, Chicago, Ill. 
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Corn Cob Holders 


No. 420-A—complete display contains 
12 sets each—red and green DeLuxe 
corn cob holders and a display card and 
one imitation ear of corn with two red 


holders inserted. Each set is visible but 
protected by Cellophane window. Mich- 
igan Wire Goods Co., Niles, Mich. 


Tool Retail Price Card 


4 new four-page suggested retail price 
card has been prepared by Stanley 
Tools, New Britain, Conn. It lists all 
Stanley tools alphabetically. Printed in 
black and orange on tough, stiff paper 
and lacquered, the card measures 84 
by 115 in. when closed and 17 by 11% 
in. when open. Cagd has hang hole. 


Window Seat 
This safety device will sustain a 


weight up to 300 lbs. It can be easily 
adjusted to fit the window sills, and 
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once adjusted requires no further fitting. 
Geo. Lange, 16 Dunham Place, Brook- 
lyn, New York. 
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HITCH YOUR WAGON 
TO THESE STARS! 





The smartest-looking clock merchan- 
diser you've ever seen! Only 16 inches 
in base diameter. Holds nine, or more, 
clocks. Durable Presdwood and metal 
construction. Richly colored in ma- 
roon, gold and old ivory. Felt pro- 
tected base. A real display fixture that 
will last for years. Be sure your G-E 
Clock Wholesaler reserves one for 
you. Write or phone him for details. 


Here’s the hottest news in the elec- 
tric clock business—a sparkling new 
line of General Electric Clocks that 
are built right, styled right, and 
priced right—a barrage of national 
magazine advertising that will pre- 
sent these new models to the readers 
of Saturday Evening Post, Colliers, 
American Home and Good House- 
keeping—and a brilliant new island 
display for counter and window use 
that bids fair to be the smash hit of 
the industry! 

Hitch your wagon to these stars 
and enhance your clock profit oppor- 
tunities! General Electric Clocks are 
America’s fastest-selling line of elec- 
tric clocks and the new models, just 
a few of which are illustrated here, 
give promise of continuing to out- 
shine the field in customer popularity! 

Place your order, today, for your 
sample requirements of these new 
models. There’s a wholesaler near you 
who stocks G-E Clocks. If you do not 
know his name, write us. 


GENERAL ELECTRIC COMPANY 
APPLIANCE AND MERCHANDISE DEPT. 
BRIDGEPORT, CONNECTICUT 








Distinctly modern in line 
and form, here is a stunning 
upright clock. Finished in 
dark brown walnut with 
brilliantly grained side pan- 
els of zebra wood. Ivory and 
gold-colored dial. Black 
numerals. List, $9.95. 


A nautical desk clock that 
will be admired by sailor 
and land-lubber, alike. Ma- 
hogany-finished case. Brass 
spokes and numeral plate. 
Etched numerals filled with 
blue enamel. Ivory dial. 
Gold-colored decorations. 
List, $9.95. 


Modern in design, and rich 
in character, here is a green 
facsimile onyx occasional 
clock that will grace any 
setting. The two-toned*dial 
is ivory and gold in color 
with black numerals. List 
$7.95. 





An artfully conceived alarm 
clock in a setting of blue 
or rose-colored mirror glass. 
Also available without 
alarm. Tan and ivory dial. 
Brown numerals. List: 
Alarm (Ashby, 7H-102), 
$6.95; Silent (Conway, 
3H-94), $5.95. 


A colorful occasional! clock 
combining the rich beauty 
of wine colored, Morocco- 
grained genuine leather and 
ebony finished wood. Also 
available in blue leather 
with mahogany trimmings. 
White and cream dial. 
Brown numerals. List, 
$9.95. 
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“Dripmor” Coffee Maker 


Vitreous glazed throughout. Features 
a controlled brewing speed. Large 
spout is designed to harbor no sediment. 
All vitreous “Dripmor” coffee sets avail- 
able in Canary yellow, Victoria green 





and Old rose. Capacity is eight cups. 
Walter B. Moore, Inc., West Lafayette, 
Ohio. 


Ventilators, Skylights 


Ventilator and Skylight Book No. 42 
gives complete illustrations and speci- 
fications data of the Milcor line. Di- 
mensions for each ventilator are listed, 
showing flue size, extreme height and 





MIAMI 


BATHROOM CABINETS 
AND ACCESSORIES 


Add to Your Profits 








Engraved Brass Door-Knockers 


Art Colony Industries, Inc., 105-107 
E. 16th St., New York City, offers deal- 


ers a service whereby they may secure 


colonial cast bronze door knockers en- 
graved with the name of the individual 
customer. 








extreme width, accurate exhaust dis- 
placement, and crated shipping weights. 
In the skylight sections, full-size, cross 
section details of each of the different 
types are given. Single pitch, double 
pitch and hipped skylights are shown in 
a new series, complying with rigid spe- 
cifications for public buildings and also 
meeting demand for economy. Milcor 
Steel Co., Milwaukee, Wis. 














Increasing demand for beautiful bath- 
rooms has opened new sources of profit 
to hardware merchants. Each new bath- 
room installation or modernization job 
is an opportunity for you to make more 
money ... to sell MIAMI Bathroom 
Cabinets and Accessories. 


With over 140 models... a cabinet for 
every purse and purpose ... you can 
meet the requirements of every job. Na- 
tionally advertised. 


Write Dept. B for Catalog. 


MIAMI CABINET DIVISION 
The Philip Carey Company 
MIDDLETOWN, OHIO 

MODEL 403 (Left) 

Stainless steel frame around the mirror. Cabi- 
net is equipped with Colonial style electric 
lights, light switch and convenience plug. Com- 
pletely wired at factory. 
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Portable Wringer 


“Little Magic”’—companion item for 
“Handy Hot” junior washer. Has heavy 
white enameled steel frame; full 8 in. 
solid rubber rollers. Pressure adjust- 
able by thumb screw. Adjustable 
clamps are rubber lined. Adaptable to 





any size tub or pail having rim thick- 
ness of less than one-half inch. Chicago 
Electric Mfg. Co., 6333 W. 65th St., 
Chicago, Ill. 


Saw Horse Brackets 


Furnish quick and economical method 
of saw horse construction. Brackets are 
easy to assemble. A few cuts with a 
saw and a few turns on wing nuts and 
saw horse is complete. They can be 
taken apart for storage or can be made 
permanent by use of nails. Packed in 
set in a box, 12 sets in a carton. Chas. 
O. Larson Co., Sterling, Tl. 
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Repair Plug Assortment 


This No. 28 self-tapping repair plug 
assortment consists of 28 cadmium plated 
plugs in the following sizes: 14 in., 5/16 





in., % in. 7/16 in., and % in. Eye- 
appealing display takes up only 4% by 
614 in. of counter display. Assortment 
costs dealer $1.25. At suggested retail 
selling prices, printed on base of the 
display, of from six cents to 15 cents 
each, the assortment has a retail value 
of $2.36. Parker-Kalon Corp., 200 Var- 
ick St., New York City. 


Steel Mouse Trap 

Has three-way release—may be sprung 
when approached from right, left, or 
front. Has rocker type trigger so that 





it can be sprung by the mouse putting 
its paws on the trigger base even before 


it reaches the bait. Sets with either 
hand or foot. Sanitary ejection of 
mouse. Made of coppered steel. McGill 
Vetal Products Co.. Marengo, Il. 


Wooster Catalog 


No. 58—shows, in addition to the 
complete line of Wooster brushes, all 
Wooster wall and counter display vend- 
ers as well as the entire Lindbeck line. 
The Wooster Brush Co., Wooster, Ohio. 


Garage Door Sets 


No. 300—when latch bolt is released. 
door rises easily and quietly to overhead 
position. Slight pull downward on pull 
rope returns door to vertical position. 
Gives ample clearance above top of any 
modern auto even though car bumper 
touches closed door. Safety hinge hasp 
on outside allows door to be locked by 
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owner’s padlock. When door is closed 
it is latched firmly in place by a spring 
bolt which may be released from either 
inside or outside. No. 300 hardware fits 
any garage opening up to eight by eight 
feet. Door should not weigh over 200 
pounds. No. 400 “Tip Top” hardware, 
substantially the same as No. 300, is 
adaptable to all special conditions. 
Hardware is designed for low headroom 
and small jamb space. The adjustable 


pivot arms can be attached directly to 
the side walls when the jamb space on 





each side of the opening is 12 in. or 
less. Coburn Trolley Track Co., Holy- 
oke, Mass. 


Spring Catch Display 


These No. 37 Stanley cabinet spring 
catches are displayed on a cardboard, 
measuring 8 in. high by 814 in. wide 





and printed in blue and yellow. Card 
contains 12 catches and an envelope of 
screws for each catch is attached di- 
rectly in back of the catch. Catches 
are of tempered spring steel. End screw 
holes are elongated to permit adjust- 
ment before being permanently installed. 
Plungers are made with spurs on the 
back which makes impressions in the 
door to facilitate easy application. Sug- 
gested retail selling price of catches— 
five cents each. The Stanley Works, 
New Britain, Conn. 





Sell More Nut Crackers..Boost Profit 


Per Sale..Sell The 








% With the 1939 nut crop just coming in, the big 








Splits Shell Lengthwise 














Nut Meats 
Come out Uncrushed 


season for selling nutcrackers is also nearly here. Be 
prepared with a liberal supply of the cleverest nut 
cracker ever invented. Show customers how the new, 
improved DAZEY NUT CRACKER works and it 
virtually sells itself . . . because it’s so much better 
than anything else they can buy. Sells faster—bigger 
unit of sale—larger profit. Order from your jobber 
NOW! 


DAZE 


CHURN & MFG. CO. 


Dept. M-14 


Warne & Carter Aves., St. Louis, Mo. 
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FRANK KOEHLER, SR., 
owner of the Koehler Hard- 
ware Co., Reading, Ohio, is 
now 79 years of age but is 
still actively engaged in the 
hardware business and is still 
on the same premises he en- 
tered over half a century ago. 
Mr. Koehler was born Aug. 
28, 1860, and learned the har- 
ness making trade. His first 
shop, which he started in 1880, 
was 15 ft. square and he 
also delivered the Cincinnati 
papers in Reading for seven 
years. During this period he 
became interested in hard- 

FRANK KOEHLER, SR. ware and, when a local dealer 

evinced his desire to retire, he 
purchased the stock for $700. His original harness stock 
was valued at $200. One can realize the fact that the 
business has changed a bit during the intervening years 
when Mr. Koehler states that his present stock would 
invoice at approximately $25,000 and when he further 
states that his store room alone is 40 by 100 ft. in size. 
His two sons are now managing the business while he 
helps out with the trade. In addition the firm employs 





three men and a young lady as bookkeeper. Mr. Koehler 
is one of the directors of the First National Bank of 
Lockland, Ohio, and has been for the past 40 years. He 
is also a director and treasurer of the Reading Building 
and Loan Co., having held the position of treasurer for 
three decades in addition to having been one of the found- 
ers of the organization. He was a member of the Reading 
board of education for 12 years and its president for six 
years and is a former treasurer of his home city. He is 
a member of the K. of P. Lodge and a member of the 
Evangelical Reform Church. Travel and gardening are 
his principal hobbies. 
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Hardware Age 
Kk ifty Year 
Club 


GEORGE M. GRAY, sec- 
relary, treasurer and manager 
of the Ohio Hardware Mutual 
Insurance Company, is 77 
vears of age and has been 
identified with the hardware 
business for 53 years. Born on 
May 11, 1862, Mr. Gray had 
his first introduction to hard- 
ware as a business in 1886 
when he became a clerk in a 
hardware store in Claysville. 
Pa. The following year he ac- 
quired a one-third interest in 
the business of James H. 
Noble & Company. He was 
married on October 21, 1891 
and was engaged in the hard- 
ware business in Zanesville, 
Ohio, in 1891 and 1892. On September 6, 1892 he moved 
to Coshocton entering into the business as the Gray Hard- 
ware Company. He is still president of this firm and has 
a controlling interest in the stock of the firm. Mr. Gray 
organized the Ohio Hardware Mutual Insurance Company 
and wrote its fizst policy October 7, 1902. He was elected 
to the position of secretary-treasurer and manager of this 
organization, a position which he still holds. He is a 
past president of the National Retail Hardware Associ- 
ation and a past president and secretary of the Ohio Hard- 
ware Association. He was one of the organizers of the 
Peoples’ Bank and Trust Company. Coshocton, Ohio, but 
resigned as a director because of the fact that he did not 
have time to render the required amount of service to the 
position. He still continues as a stockholder of the bank 
He is also president of the local Rotary Club and claims 
the distinction of being the oldest living elder in the Pres- 
byterian Church. He is the only organizer of the Ohio 
Hardware Association still actively engaged in business. 
Mr. Gray was a delegate to the Rotary International in 
Vienna in 193] and in Mexico City in 1935. Intensely 
interested in politics he has, however, never filled a po- 
litical office. He is a national councilor of the Chamber 
of Commerce of the United States and a member of the 
governing board of the Ohio Section of the Midwest Coun- 
cil of the Chamber of Commerce of the United States. 
Mr. Gray’s hobbies are farming and golf. Some indication 
of his love for the ancient and honorable game may be 
gained from the fact that during the first week of Aug- 
ust he played 27 holes in Columbus, Ohio without the 
slightest bit of fatigue. 





GEORGE M. GRAY 
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Aucthern ABW Achievement 


RIVETLESS SOCKET 








ARMOR-D 
OR SPLIT-D 
HANDLE 
OPTIONAL 


PATENT 
PENDING 


A 
AMES 
Since 


1774 


Grain Scoop 


A new and revolutionary development in grain scoops 
which is meeting with instant approval wherever it is 
shown. Here are the outstanding features of the Rivetless 
Socket Grain Scoop: 


Smooth socket —Elimination of rivets from the socket 
makes it possible for the user to slide hand over socket 
without encountering sharp or rough edges. 


Less possibility of handle breakage at socket. Handles 
which are not bored are approximately 12% stronger 
than those bored for rivets. 


3 Handle securely fastened to scoop by a rivet at the 
frog. Back of socket is welded to approximately 2” 
from top. End of handle is reinforced with steel, which 
makes it impossible for rivet to spread or pull loose when 
scoop is subjected to shoveling strain. 


The lower end of handle is covered with a metal cap 
which protects handle and adds to appearance of tool. 


5 Rehandling can be easily accomplished by removing 
head of rivet and extracting. 


Ask Your Jobber 


AMES BALDWIN WYOMING CO. 
PARKERSBURG, W. VA. « NORTH EASTON, MASS. 





The above back view of the 
ABW Rivetless Socket Grain 
Scoop shows—(‘A) Steel cap 
on end of handle, (B) Single 
rivet in frog and (C) The 
smooth surface of socket. 


ABW PRODUCTS 
Shovels * Spades * Scoops 
Forks * Hoes * Rakes 
Post Hole Diggers 
Agricultural Handles 











The MOSSBERGS Announce for the Fall 


A 20™ ANNIVERSARY DRIVE ON THE 





“LIVEST FIREARMS LINE IN AMERICA” 





NEW FEATURES 
THAT SELL ON SIGHT 


New improvements, new 
beauty, new conveni- 
ences. Every Mossberg 
product is full of sales 
points that interest the 
customer and help close 
the sale. 


AGGRESSIVE 
ADVERTISING 


in leading magazines is 
keyed to send custom- 
ers into your store.T his 
makes it really work 
for you. 


O. F. MOSSBERG 
& SONS INC. 


14609 St. John St., New Haven, Conn. 






RIFLES 


SHOTGUNS 
SCOPE SIGHTS 
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YOU CANT MISS WITH A MOSSBERG 7 


400 retail store tests proved that | 
it moves merchandise. Automatic- | 
ally shows function of telescope | City 
sights. Draws crowds when used _ | 

in window. Amazing sales pro- | 
ducer on the counter. It’s yours | 
FREE, if you'll use it. 


State 


Send catalog of Mossberg Line O 
I’ll use your free Flasher Display [J 


My principal firearms jobber is: 


New FREE automatic electric 


FLASHER DISPLAY 
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September 7, 1939 


ADVANCES 


Rubber covered wire. 
Some flashlights. 
Eaves trough hangers. 


Sweat pads. 
Bath tubs. 
Mixed grass seed. 


One line picks. mattocks, grub hoes. 
Cast iron dome dampers. Crated ridge roll. 
Galvanized housewares. 

One make sad irons. 

Hot rolled alloy steel. 


DECLINES 
One make copper coil gas heaters. 
One line sleds. Some flashlights. 


Some fluorescent lamps. 
Some silvered bowl lamps. 
One reflector-spotlight and flood lamp. 
One spray gun. Some steel windows, etc. 
Non-metallic sheath cable. 


ADVANCES EXPECTED 


Cotton products. 


Bamboo poles. 


Competitively priced cotton glass substitutes. 
Harness lines. 
Builders’ shelf hardware. 


PRICES REAFFIRMED ; 


Some garden, lawn tools. 


Gas Water Heaters—One 
manufacturer of copper coil gas 
water heaters for attachment to 
range boilers has reduced prices on 
an average of about 14 per cent. 

* * * 

Sleds—Prices on the entire 
sled line of Garton Toy Co., Sheboy- 
gan, Wis., have been reduced ap- 
proximately 5 per cent. 

* * * 

Rubber Covered Wire—There 
has been an advance on rubber cov- 
ered wire of about 2% per cent. 

* * * 

Non-Metallic Sheath Cable— 
There has been a revision on all 
zone rates for non-metallic sheath 
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cable, resulting in declines in zone 
prices in most instances. 
* * *# 


Bathtubs—Cast iron enamel 
bathtubs, leg and base types, were 
recently advanced $1 on list price. 

* * # 


Flashlights—As of Sept. 1 
five of the more popular types of 
Eveready flashlights are being re- 
placed by National Carbon Co., New 
York City, with new designs priced 
from less than a dollar to $1. The 
new models have price reductions 
averaging 10 per cent from the pre- 
vious comparable models. Prices 
on 13 other numbers have been in- 
creased an average of 6 per cent. 


Copper Water Tubing, Brass 
Pipe—On Aug. 8 revised list prices 
were announced on copper water 
tubing and brass pipe. Discounts 
from list prices are: up to 2000 lb. 
or feet, 32 per cent; 2000 lb. or feet 
up to 10,000 lb. or feet, 40 per cent; 
and 10,000 Ib. or feet or over, 44 per 
cent discount. 

* * *& 


Cotton Products — Advances 
may come about in October on some 
cotton products as the result of the 
42-hr. week. 

* * * 

Eaves Trough Hangers—An 
advance of approximately 10 per 
cent was recently made on the price 
of eaves trough hangers by one 
maker. 

* * * 

Picks, Mattocks, Grub Hoes 
—One maker is quoting an advance 
of approximately 5 per cent on or- 
ders up until Oct. 1 on picks, mat- 
tocks and grub hoes. 

* 8 # 


Bamboo Poles — Prices are 
expected to advance on bamboo 
poles. 

* * * 

Bibbs, Faucets, Etc—Minor 
price news recently reported shows 
that bibbs, faucets, etc., show a ten- 
dency upward, due to manufacturers 
being sold out for the next two 
months. Effective Aug. 28, a 5 per 
cent advance on cast iron dome 
dampers was announced. The De- 
partment of Commerce reports that 
orders for air-conditioning systems 
and equipment for the first six 
months of 1939 were $25,816,000 
compared with $21,554,000 for the 
corresponding period of 1938. 

* * * 


Asbestos and Rock Wool— 


The usual seasonal impetus is felt 


HARDWARE AGE 

















now in demand for loose rock wool 
and mineral-fill insulations for 
homes, and particularly for the con- 
venient rock wool “batts,” which are 
so easy of application in garages 
and attics. Asbestos paper and 
board, and asbestos pipe coverings 
have held steady in price, and job- 
bers report sales at this season well 
ahead of a year ago. 
* * * 


Glass Substitutes—Both the 
waxed cotton fabrics and the “Cel-O- 
Glass” types are unchanged in price 
from last season, though some mak- 
ers of the competitively priced cot- 
ton grades state that present quo- 
tations are too low to maintain. At 
the threshold of the fall demand, or- 
ders are more numerous, but there 
has been little forward buying, pre- 
viously, by retailers. 

* * * 

Harness Lines—The very ac- 
tive and strong hide market persists, 
and wholesalers are urging prompt 
buying of needed supplies of har- 
ness, strapwork and collars, to fore- 
stall a possible advance. Sweat pad 
prices for early 1940 were advanced 
Aug. 15 about 5 per cent by the 
leading manufacturers. One large 
maker has reported an increase in 
its sales of sweatpads, during the 
1939 season, of 21 per cent over a 
year ago. 

* * * 

Lawn and Garden Tools— 
Jobbers report that 1940 price lists 
from most makers are out, on gar- 
den and lawn Jools, and that no 
changes from the past season are be- 
ing made. This is true of garden 
plows, hand garden tools and grass 
and hedge shears and trimmers. The 
full season for seeding and fertiliz- 
ing is at hand. The scarcity of cer- 
tain qualities of lawn seed and 
clover seed are reflected in higher 
prices both on the J. Oliver Johnson 
and the Dickinson lines. Distribu- 
tors hear that a further advance in 
seed is anticipated. Only a small 
crop of Kentucky blue grass and 
white clover was harvested. White 
clover is largely imported from 
Europe, and a shortage is almost 
certain. 

* * * 
Galvanized Housewares, Etc. 
-Advances averaging 5 per cent, 
previously reported, have gone into 
effect generally Sept. 1. An average 
advance of 1% cent per lb. has been 
made by Colebrookdale Iron Co., 
Boyertown, Pa.,on common sad irons. 

* & *& 


Fluorescent Lamps — Reduc- 
tions in the list prices of five sizes of 
fluorescent lamps, effective Sept. 1, 
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were announced Aug. 21 by General 
Electric Co. lamp department at 
Nela Park, Cleveland. Popular types 
affected by the reduction and new 
list prices are as follows: 


Daylight 
and 

Watt Bulb Size White 
15 T-8 i “ea8" $1.35 
30 T-8 1 “x36” 1.85 
15 T-12 1144”x18” 1.70 
20 T-12 144”x24” 1.90 
40 T-12 14%%"x48 2.70 


Reductions on the first two num- 
bers were 15 cents, the other three 
numbers having been reduced 10 
cents. 

* * * 

Silver Bowl Lamps—Substan- 
tial reductions in the list prices of 
silver-bowl inside frosted lamps and 
similar reductions in the list prices 
of the 150-watt R-40 reflector-spot- 
light and floodlight lamps, effective 
Sept. 1, were announced Aug. 21 by 
General Electric’s lamp department 
at Nela Park, Cleveland. Popular 
types affected by the reduction with 
their new list prices are as follows: 


New 

Type List 

Watt Bulb Base Price 
Silvered Bowl-Inside Frosted 

60 A-21 Medium $0.85 

100 A-23 2 45 

150 A-25 . 55 

200 PS-30 - .75 

300 PS-35 Mogul 1.25 

500 PS-40 ™ 1.90 


Reflector-Spotlight & Flood 


150 R-40 Medium 95 


The reduction on the silvered 
bowl-inside frosted lamps was 10 
cents on the first five types, the re- 
duction being 15 cents on the 500- 
watt silvered bowl-inside frosted 
lamp and on the 150-watt reflector- 
spotlight and flood lamp. 

* * * 

Andrews Spray Equipment 
Co.—This company announced on 
Aug. 24 a list price reduction on its 
large siphon spray gun, No. S-87, 
from $14.50 to $11.80. Also reduced 
is the No. 7-S assembly, now listed 
at $6.90, consisting of a regulator, 
filter and gage. 

* * *% 

Eaves Trough, Ridge Roll, 
Etc——In confirming most prices for 
the fourth quarter, some Midwestern 
makers put out slight advances on 
crated ridge roll. By recommenda- 
tion of the industry’s standing com- 
mittee on simplification, a new pro- 
gram has been submitted for ap- 
proval of producers, distributors and 
users, to effect an elimination of 
about 200 items in eaves trough, 
ridge roll and their accessories, and 
materially to reduce the variety of 
box and roof gutters to be regularly 
made. The revision now proposed 
would reduce the sizes of eaves 
trough by the elimination of the 34% 
and 8-in. sizes; add a 114-in. diame- 
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New and improved models with ex- 
clusive features will bring bigger sales 
volume to your store. Exclusive fea- 
tures make longer profits possible. 


FOR INSTANCE— 


@ Dexter Twin-Tub Washers cut washing 
time in two—get soiled clothes cleaner 
and whiter. 


@ Dexter-Built, rust-proof Aluminum Wring- 
ers are exceptionally desirable. 
@ Dexter Gearings run smoothly and quietly 


through years of hardest service. 


@ Dexter sales assistance brings prospects, 
helps close sales. 


Retail prices on these attractive 
Dexter Washers begin at $39.95 
and range upward in easy steps. 








The 1939 line comprises 
eight beautiful stream- 
lined electric models, four 
with Dexter gasmotor. 
Write today for profit-pro- 
ducing, exclusive agency 
proposition. 


THE 
DEXTER 
COMPANY, 
FAIRFIELD, IOWA 








ter plain round conductor pipe and 
enlarge the scope of former consoli- 
dation programs to include box and 
roof gutters and plain ridge roll. 


x * * 


Truscon Steel Windows 
Truscon Steel Co. has mailed to 
buyers a new steel window commod- 
ity price list of each product, to- 
gether with all applicable screens, 
hardware and other accessories. For 
the most part, prices are substan- 
tially below previous levels, includ- 
ing most screens (25 per cent less), 
utility windows (15 per cent less), 
series 138 residential double hung 
windows (13 per cent less), com- 
mercial projected windows (10 per 
cent less), formed steel lintels and 
coal chutes (6 per cent less) and 
light casements in the Simplex HM 
and Roto HM types (average 5 per 
cent less). Prices for all collateral 
equipment such as screens, fins, 
wood surrounds, insulating windows, 


ete.. are, for easy reference, priced 
in tables together with the windows 
with which they are used. 


* * * 


Steadying Steel Prices—With 
last week’s rise in production con- 
tinuing the betterment in the steel 
industry, there is encouragement to- 
ward continuance of the stiffer price 
policies recently noted in many steel 
lines. Effective Oct. 1, some hot 
rolled alloy steel makers will revise 
the list of extras on these products, 
involving advances on size extras, 
quantity extras, and special alloy 
extras. Bars, billets, blooms and 
slabs are affected, and on all these 
base sizes are restricted to a smaller 
range. with fewer sizes and larger 
quantities constituting the base. The 
cause of these changes is announced 
as higher handling and manufac- 
turing costs, engendered by a large 
proportion of small orders and by 
much diversification in sizes. 
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Courtesy of Business Weck 


Tin and Copper — W ith 
these metals particularly susceptible 
to war influences, copper has thus 
far remained remarkably steady. 
though rising slightly abroad upon 
the news, Aug. 25, of the withdrawal 
of British control of sterling ex- 
change. Tin, however, was sharply 
hit by the news, taking a temporary 
2 cent per pound drop, but almost 
immediately recovering about half 
the drop. There has since been a 
tremendous demand for tin from con- 
sumers, particularly for early deliv- 
eries, indicating that many buyers 
are stocking up to provide against 
the possibility of any interference 
with shipments on the high seas. 
Up to Aug. 25 the domestic market 
appeared to be overstocked with tin 
for prompt delivery, and the reversal 
in demand has been notable. 

* * * 


Nails and Wire—Current de- 
mand seems to have been interrupted 
not at all by the substantial in- 
creases in nail “extras” in effect 
since Aug. 1. 

* & *& 


Builders’ and Shelf Hardware 
- With continuing effort of the 
manufacturers to maintain or ad- 
vance prices, and with the fair out- 
look for building, demand in these 
lines is better than average. Cabi- 
net hardware and popular-priced in- 
door lock sets are doing especially 
well. Sales have not been up to 
expectations on barn and garage 
hardware, but will pick up during 
the fall repair season. Padlock de- 
mand is most active in the popular- 
priced numbers. 


* * * 


Plumbing and Heating 
Among the best volume gains, in 
many wholesale and retail establish- 
ments, are those in the plumbing 
and heating divisions. The demand 
is heightened by the better rate of 
residential building, but even more 
by the wide recognition that modern 
plumbing. air-conditioning and heat- 
ing installations, in existing build- 
ings. are extremely moderate in 
price. and contribute comfort and 
efficiency of living far beyond their 


cost. 
* %* 


Winter sport goods—Advance 
orders on skiis, sleds, wheel goods. 
have been very encouraging, jobbers 


report. 
* * * 


Furniture and Furnishings 
One of the most notable encourage- 
ments recently found has been the 
splendid summer activity in furni- 
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ture sales, and in the sales of im- 
portant home equipment items. The 
averaged reports of 385 retail stores 
selling furniture showed a July gain 
(over 1938) of 16 per cent, and a 
gain in 1939, to date, of 12 per cent. 
U. S. factory shipments of house- 
hold washing machines in July in- 
creased to 104,817 units, 4144 per 
cent ahead of July, 1938, and vacu- 
um cleaner sales, totaling 76,689 
units, gained 11.7 per cent over a 


year ago. 
* * * 


Steel Volume—The steel in- 
dustry this week finds ingot produc- 
tion rising a half point to a new 
22-month peak of 63% per cent in 
a market reflecting a further small 
increase in domestic steel orders but 
complicated by threats of an im- 
pending European war, reported The 
Iron Age in its Sept. 1 issue. Pro- 
duction of pig iron and ferroalloys 
in the first six months of 1939 was 
12,656,942 tons, compared with 8,- 
104,021 tons in the corresponding 
period last year and 11,056,840 tons 
in the last half of 1938, according 
to figures just released by the 
American Iron and Steel Institute. 
Steel exports from the United States 
were off 26,370 tons in July to 
163,598 tons, while scrap exports 
dropped 48,822 tons to 350,066 tons. 


* # 


Tools and Construction—With 
the gradual comeback of building, 
there is a fair recovery in the sales 
of artisans’ tools, but mill pre-fabri- 
cation of building trim precludes 


much of the former employment of 
carpenters and metal workers on the 
job. This holds the volume of “ex- 
pert” tool sales considerably below 
old records. There is, however, con- 
siderable repair and remodeling 
work in sections where new building 
is quiet, and this aids the sales of 
good tools. The call for farm and 
home tools, of moderate price, is 
steadily on the rise. The value of 
construction permits issued during 
July rose 10.4 per cent over the level 
of July, 1938, but dropped 8.4 per 
cent below June, as reported by the 
U. S. Department of Labor. Permit 
values for the first seven months 
were 27.0 per cent higher than last 
year. Residential construction dur- 
ing July rose in value 6.4 per cent 
over last year, and declined 3.7 per 
cent from June, 1939. For the first 
seven months residential permits in- 
creased 39.1 per cent over last year. 


* * * 


Six Months Hardware Sales 
—The Department of Commerce re- 
ports that total sale of wholesalers 
of hardware and allied products dur- 
ing the first half of this year were 
9 per cent greater than during the 
corresponding period of 1938. Sales 
during June showed an increase of 
14 per cent over last June. Hard- 
ware sales by manufacturers during 
the first six months of this year were 
25 per cent greater than in the same 
period a year ago. Their “dollar” 
sales this year reached $15,883,000, 
against $12,704,000 in 1938. 





No Sales Tax by Volume 


AXES on chain stores and other 

enterprises must keep within 
constitutional and reasonable limita- 
tions if they are to be valid, as the 
Supreme Court of Minnesota re- 
cently pointed out. 

There a tax statute divided chain 
store merchants into eleven differ- 
ent classes based upon their volume 
of gross sales and imposed a differ- 
ent rate upon every such class. 
Thereafter a chain store organiza- 
tion brought an action to recover 
taxes which it had paid the state 
under this statute under protest. 
The court ruled that the tax as im- 
posed on gross sales was not a 
proper one and said: “The classifica- 
tion divides the chain stores into 
eleven classes and bases the rate of 
taxation upon the volume of gross 
sales, a different rate being applied 
to each class. Does this classifica- 
tion rest upon any ground having 
a rational relation to the subject of 
the enactment? 


SEPTEMBER 7, 1939 





“The only base is the volume of 
sales, not whether the result is a 
profit or loss. The statute operates 
to take as the tax a percentage of 
each dollar due or paid upon every 
sale, but increases the percentage 
if the sale which is the occasion of 
the tax succeeds the consummation 
of the other sales of a specified 
aggregate amount. It is a tax upon 
gross receipts and as such affects 
every transaction in proportion to 
its magnitude and irrespective of 
whether it is profitable or other- 
wise.” 

In tax matters, as well as other 
things, every business man and or- 
ganization is under the Federal con- 
stitution entitled to the equal pro- 
tection of the laws of the state in 
which he or it is located. The 
general rule of taxation is that taxes 
shall be uniform upon the same 
class of subjects. 




















VLCHEK 
Punch and Chisel Set 
Popular, Quick-Selling 


An all purpose set . . . made of fine, 
high carbon tool steel forged and 
tempered. Consists of two sizes of 
chisels, two sizes of solid punches, 
and center punch—metal band con- 
tainer. 

An item you can push with profit. 
Ask for catalog. 


THE VLCHEK TOOL CO. 
3001 E. 87th St. Cleveland, Ohio 


QUICKER SALES 
FASTER TURNOVER 
MORE VOLUME 
BETTER PROFITS 
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SALES OF 2,052 INDEPENDENT HARDWARE DEALERS IN UNITED STATES 


July, 1939 





Dollar Sales Reported 








2 Number Percentage Change 
States by Regions of Firms July, 1939, from July, July, June, 
Reporting July, 1938 June, 1939 1939 1938 1939 
MI, cia Mark a ods cuddiecea Coen aoe 71 +14.9 —16.6 592,160 515,456 709,762 
IE 2°. 6 nts dcccaru codes od ane pihors 8 + 0.5 —20.3 43,926 43,693 55,092 
i esse ie wi bw tae Pav ee aemeaw mee ° be welt a - )) Cdeeeks Oe eer Perea 
ING ss... ss vewaebaaelowk band 51 +19.8 —16.4 375,884 313,823 449,558 
PPE erore ° iS ye a” teeters cote). * OAL ees 
055.3.) <4 a's deal alae ka eee ee ee lee Mees ye = FE eee te en ae 
NE alo x 262 4 die ba. edeadae Mainedees a : —e nee cue 1 Po ees 
Middle Atlantic 237 + 6.2 —13.8 1,222,632 1,151,528 1,418,212 
New Jersey 11 + 8.5 —175 76,238 70,281 87,173 
New York 34 + 7.7 —10.4 160,555 149,139 179,188 
SR, os eek Saat ai aes dwalead 192 + 58 —14.4 985,839 932,108 1,151,851 
East North Central 518 + 4.6 —16.4 2,444,130 2,335,574 2,924,445 
Illinois : Sy 20 a ee ea 134 + 45 —13.0 597,841 572,023 687,460 
Indiana cht pa iedt sctehe tates 69 + 42 —18.7 330,890 317,525 406,771 
Michigan LOE eee 33 + 7.6 —16.1 150,570 139,985 179,522 
Ohio as ith stilaentcdaee 158 + 6.4 —19,.1 783,458 736,269 968,862 
RE SRR See ee ens et 124 + 2.0 —14.7 581,371 569,772 681,830 
West North Central..................... re asia re a eee 
Iowa biatch tins lod ardaediss 92 + 75 —— 23 322,118 299,668 329,753 
RS ser te ees 88 —18.6 235 199,416 244,989 260,508 
eee or ae 34 — 02 — 9.7 164,191 164,492 181,881 
RE, «5 cock. adored ba duloatere és oe 84 + 8.4 — 7.0 235,558 217,327 253,158 
Nebraska 58 —10.5 — 63 98,409 109,955 105,073 
NG, nis cu. dieveadiacsdabeeea 1] -13 + 33 23,832 24,157 23,061 
ND ook istiavcesecedexeanes ° Sic aia Cl, aS ian 
South Atlantic 93 + 8.1 11.1 460,382 425,830 517,671 
ST 00> Oe Su Sas had Me henbasia Le ° hike 5on pes + 
District of Columbia.................. - — wen Og. we eens. ° eos aes 
a 5557 a ord wae ae ReacKineiera wa ereaceces 29 + 7.1 + 05 145,397 135,706 144,685 
Georgia cen baat eae Pa 27 +22.1 —15.2 106,727 87,381 125,795 
Maryland sede min heea amen t ° aR ean So6U!lCU Ree CC es 
Peewths Casolime oo. ic cccccccccsscvcces ° irs ee eee ee se 
DOU COO . 5. co erreeress vik c ee ose ll + 27 —23.6 47,634 46,376 62,339 
| Retire sts ee 11 — 69 — 2.0 77,447 83,220 79,046 
PU TUM, ido cibcccncunsacadasekes ° wee Ul (tls lll SS UY eens 
East South Central ee aa Sites. » Sheer? )  Noecmnnas 
IS 05 913.8 4 Steinar doeceation 25 + 58 — 54 102,739 97,085 108,655 
Kentucky ee ne ee ee 12 +118 —20.2 61,690 55,184 77,330 
EE, 5 i.5.3 ce ceadneaanieddece vend ” WX a re eS Se 
II noon kien cn concciactstencas 10 + 89 — 16 104,009 95,469 105,723 
West South Central. . diced ge ln igh ee Ere em) | «hl Sees sate 
Arkansas 24 +20.1 — 4.0 114,606 95,393 119,442 
Louisiana . ne en ee eee ee a 
Oklahoma 14 + 85 — 19 447,727 412,473 456,411 
Texas 76 +86 ,; — 94 404,963 372,844 446,939 
Mountain 123 + 3.6 — 4.0 847,794 818,379 883,115 
I 5.0 kc ais cd. xieare Satan aateate hare 16 +15.2 — 5.7 235,692 204,595 249,896 
Colorado 37 —19.4 —16.6 142,205 176,519 170,550 
Idaho 22 =~ 25 —10.9 106,915 110,761 120,056 
Montana es 26 +13.7 +118 233,270 205,078 208,693 
Ng gs tis, cid sash Giocn tena ie acai . ae ti a cee oe ir - baleahemeeee ot 0 nee 
New Mexico ° eo 
Utah * ee ee ee ee ee 
RPS eee ry a ne 7 + 4.1 — 78 42,071 40,412 45,633 
Pacific 439 + 0.4 — 6.2 2,174,129 2,166,464 2,318,217 
California 339 - 10 — 6.6 1,518,540 1,533,164 1,625,142 
Na ibe ccsth Gude on capekines aceite 46 +15.4 + 14 259,444 224,873 255,897 
Washington Re ee ery ee 54 — 3.0 — 94 396,145 408,427 437,178 
SARS DRE Pn ee ere 2,052 + 43 —10.9 10,055,924 9,637,111 11,280,494 
OOO sada cnaneudlnsmacane 18 +144 —1738 54,165 47,331 65,891 
Car Gr O68 BOOMS... 5. occ. ces scents 43 + 2.7 + 4.0 237,786 231,627 228,564 
City of Portland 18 +21.2 — 5.1 68,864 56,804 72,547 
EE EOI Te Oe D 21 0.0 —16.2 38,392 38,381 45,835 
City of San Francisco. 37 +11.0 — 53 115,273 103,839 121,710 
City of Seattle ....... 12 — 7.3 —16.6 187,840 202,737 225,164 





* Note while stores from these states are included in grand total, figures for these states are not shown on this chart because of 
insufficient data. Compiled by Bureau of the Census, U. S. Department of Commerce. 
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Tarzan 


When an amusement parlor in 
his town discontinued business an 
Illinois hardware dealer purchased 
one of the machines which regis- 
tered the grip and weight-lifting 





power of individuals who inserted 
a penny in the slot and tested their 
strength. He placed the device in 
his store and invited his customers 
to see how closely they approached 
Tarzan in prowess. The idea cre- 
ated a great deal of friendly com- 
petition and small merchandise 
prizes were awarded to the person 
having the best grip and the best 
lifting ability for the week. No 
penny was required as the ma- 
chine was adjusted to operate 
continuously. 


* * * 


Comparisons 


A Wisconsin hardware dealer 
who is plagued by chain store 
competition on stoves, bought a 
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Others have used them to advantage 


Why not try them in your own store? 


chain store stove dismantled it and 
also dismantled one of his own. 
When stove prospects say they can 
buy a stove just like his at a chain 
store for a lower price, the dealer 
compares the pieces of each stove 
for weight, durability, etc. and 
shows the prospect why the hard- 
ware store’s stove line is better. 
This comparison usually turns 
the trick and nets the dealer a 


stove sale. 
* ca * 


Merchandising Creed 


Good will and confidence have 
been developed by an Iowa hard- 
ware dealer who has adopted a 
merchandising creed and features 
it prominently in his advertising. 
“We realize,” it reads, “that we 
must earn your patronage by 
keeping abreast of the rapidly 
changing times and making avail- 
able to you those improved types 
of hardware and kindred lines 
that have proven themselves supe- 
rior. We deserve your trade only 
as we serve you courteously and 
efficiently with new, attractive and 
dependable goods suited to your 
individual needs and offered at a 
fair price. To do this is our con- 
stant aim.” 


Letter Writing 

To pep up his advertising, a 
merchant ran a series of weekly 
contests in which participants 
were asked to write letters in 
answer to this question, “What 


THE ANSweRs 


Advertised Brands Should I 
Carry?” He offered a first prize 
of $2 and three prizes of $1 each, 
for the best letters. He followed 
this the second week with a ques- 
tion. “Should This Store Sell For 
Cash Or Extend Some Credit?” 
The third week the topic was, 
“How Can This Store Improve Its 
Service To Customers?’’ The 
fourth and final week, the question 
was, “Do You Want Delivery Ser- 
vice?” Through these contests, this 
merchant got the real reaction of 
his customers and _ prospects, 
gained much valuable information 
and also many additional cus- 


tomers. 





What Are 
Our Upper Schools ‘Teaching? 


By SAUNDERS NorRVELL 


ECENTLY, while taking a 
trip by bus, I found my- 


self sitting next to a 
bright-looking young fellow of 
about sixteen. He was on his way 
home from school for his vaca- 
tion. We soon fell into an inter- 
esting conversation. He was 
attending one of our leading prep 
schools, preparing for college. | 
drew him out with questions about 
his studies, his philosophy of life 
and his future plans. 

Now, let me repeat—this young 
fellow was bright. He was no 
moron. He had read a lot and 
remembered what he had read. 

No, he did not care to go into 
business, although his father was 
the head of a large business. He 
didn’t care much for business men 
as a class. He preferred a pro- 
fessional career. He was more 
interested in ideas than mere ac- 
cumulation. He thought the rou- 
tine of business would bore him. 
It was no fun just doing the same 
thing day after day. He might 
like a job as a “career diplomat.” 
He enjoyed travel and meeting 
interesting people. His dad was a 
fine fellow but he thought he had 
wasted his life attending so closely 
to business. At the end “Dad” 
was just a producer who was ex- 
pected to give a large family all 
they wanted in luxuries while he 
did nothing but work. 

Then we happened on the sub- 
ject of advertising, and I got the 
surprise of my life. He thought 
most advertising was just “bull.” 
It appealed only to the weak- 
minded who could not think for 
themselves. He, himself, had never 
bought a single thing as a result 
of reading an ad. But I asked, how 
about the great business built up 


on advertising? Why do they 
continue to advertise? It must 
pay. Sales must repeat or the 
business would soon go broke. 
Would any intelligent man sink 
money advertising a line of goods 
unless he believed the quality of 
those goods when sold would lead 
to greater sales? 

To all this he just shook his 
head and said it was the present 
“business system” but the “sys- 
tem” was wrong. So I questioned 
him about his further ideas on ad- 
vertising, and here is what he 
thought: 


Thoughts on Advertising 


Advertising is mostly dishonest. 

Advertising is an economic 
waste. 

Advertising products are un- 
trustworthy. 

Advertising is harmful to con- 
sumers. 

Now, the joke is, that the busi- 
ness of his father has been built 
up on advertising, and one may 
believe that as a result of good 
advertising of good products, this 
young fellow was going to prep 
school with the prospect of a num- 
ber of years ahead of pleasant 
college life, all paid for by his dad 
out of his business. 

But now comes the real shock. 
“We are taught,” said he, “by our 
school textbooks that advertising 
is just a great national racket.” 

So, when I returned to my office, 
I investigated, and found this to 
be substantially correct. For 
your information I quote the fol- 
lowing excerpts from a pamphlet 
written by Alfred T. Falk, direc- 


tor, Bureau of Research and Edu- 





cation, Advertising Federation of 
America: 

“Tt may come as a distinct shock 
to thousands of honest advertisers 
and hard-working advertising men 
and women to learn that certain 
widely used textbooks teach stu- 
dents in our schools that advertis- 
ing is harmful to the consumer’s 
interests. 

“These books describe advertis- 
ing more or less as an instrument 
for exploitation by unscrupulous 
business. In the authoritative at- 
mosphere of the school room, these 
textbooks calmly condemn adver- 
tising as an unnecessary economic 
waste, and as a business practice 
which is, on the whole, dishonest. 

“This is not quite fair to stu- 
dents nor to the cause of educa- 
tion. If a course in social science 
is to touch upon advertising at all 
it should present a truthful pic- 
ture. The place of advertising in 
our society is an important one, 
and any discussion of it in a 
school text should be an intelli- 
gent, up-to-date, and above all, a 
fair one. 

“The high standard of living in 
the United States is due to the 
tremendous industrial progress in 
this country, and that would have 
been impossible without modern 
advertising. Advertising provides 
an invaluable convenience and 
educational service to consumers 
and in a thousand ways helps in- 
dustry to give consumers more 
and better things, and on the 
whole, at prices much lower than 
they would otherwise have to pay. 

“These facts are not mentioned 
in those textbooks which seem 
purposely to discredit advertising 
and create prejudice against it. It 
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is alarming to find such an atti- 
tude revealed in textbooks, which 
naturally are trusted implicitly by 
students and teachers alike to pre- 
sent information accurately and 
impartially. 

“One of the most widely used 
textbooks that attack advertising 
is the volume ‘An Introduction to 
Problems of American Culture’ 
by Harold Rugg, Professor of 
Education, Teachers College, Co- 
lumbia University. It is the pur- 
pose of the following review to 
analyze the chapter in Professor 
Rugg’s textbook which deals with 
advertising and to reveal certain 
points that should be brought to 
the attention of all who have 
responsibility for, or interest in, 
what is taught in our schools about 
business and the American form 
of society. 

“According to claims made by 
the publishers, the Rugg Social 
Science Course, including the vol- 
ume here discussed, was used dur- 
ing 1934 in 4,200 school systems, 
with the number rapidly increas- 
ing. In the preceding three-year 
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period, the increase had been 160 
per cent. The number of school 
systems using this textbook must 
now be considerably more than 
4,200. 

“There are about 6252 incorpo- 
rated places in the United States 
with populations of over 1000, and 
of these only 3165 have over 2500 
population, according to the 1930 
Census. Since it is probable that 
social science courses are not 
taught extensively in the smallest 
communities, Rugg’s 4200 places 
may very likely include most of 
the 3165 towns of over 2500 popu- 
lation, which account for 88 per 
cent of the people living in all in- 
corporated places, including those 
under 1000. 

“So it appears, from the pub- 
lishers’ claims, that Rugg’s teach- 
ings are administered to perhaps 
the bulk of our 7,000,000 high- 
school students. It would seem 
conservative to set the minimum 
number at 3,000,000 of the boys 
and girls now in high school, as 
those who are exposed to the in- 
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fluence of Harold Rugg’s phil- 
osophy. 

“What are they being taught? 
For one thing, there is a leaning 
toward collectivism in this course 
of instruction, and a more or less 
open advocacy of changes in our 
form of society that most Ameri- 
can parents would not approve if 
they knew about it. In a number 
of places in this book, Rugg dis- 
parages the American system of 
private competitive enterprise and 
in direct contrast he speaks very 
favorably of the Russian Com- 
munist five-year plan (e.g. pp. 
594-8.). With pedagogic assur- 
ance he states as fact a number of 
fundamental changes which he 
says ‘the country needs’ (p. 198 
and elsewhere). 


Erroneous Ideas 


“As to advertising, Professor 
Rugg has the students believe that 
it is mostly dishonest, that it raises 
prices continually higher and 
higher, and that it has a bad effect 
on the way people live; and he 
implies that it is an economic 
waste and asks the students to con- 
sider whether it is necessary. 

“In this democratic country, 
everyone has the right to express 
his views about business, advertis- 
ing, politics, religion, or any other 
subject, and it is perfectly proper 
for an individual to write books 
and disseminate propaganda to 
influence public thinking and pro- 
mote his particular point of 
view. Schools, however, are the 
property of the people, and the 
democratic principle of academic 
freedom does not confer upon in- 
dividual educators the personal 
privilege or the moral right to use 
the school room for the propaga- 
tion of their pet prejudices or 
social theories. When parents send 
their children to school, they have 
a right to expect unbiased educa- 
tion and truthful teaching. It is 
the responsibility of school au- 
thorities to see that they get it. 
Harold Rugg’s textbook does not 
fill the bill.” 

Then, after covering several sec- 
tions, Mr. Falk concludes, as fol- 
lows: 

“It should be observed that an 
important characteristic of this 
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book is the author’s objective 
style of writing. Outright denun- 
ciation is avoided, and on every 
question care is taken to give an 
outward appearance of open- 
minded treatment. There is an 
air of academic virtue in the 
manner of presentation which un- 
fortunately is not borne out in the 
selection of the material itself. 
“It should be a simple matter to 
assemble the material necessary 
for writing a chapter on advertis- 
ing for a social science book, for 
there exists a wealth of important 
information on the subject, easily 
accessible in numerous books and 
articles, and there are a number 
of authoritative textbooks on ad- 
vertising that cover the subject 
thoroughly. Any serious effort at 
collection and impartial evaluation 
would yield an entirely different 
result from what we have here. 


Advertising Critics 


“For some reason, Professor 
Rugg has apparently rejected the 
literature produced by professors 
of marketing and advertising, as 
well as the books and articles writ- 
ten by authorities working in the 
field. Instead, it seems that he has 
chosen to base his work chiefly 
on material produced bya narrow 
group of viglent critics of adver- 
tising, who have no authoritative 
standing in regard to this particu- 
lar subject, and who are viewed 
by many in the advertising field 
as professional attackers. 

“We do not positively know that 
Professor Rugg consulted reliable 
authorities and rejected their view- 
points. But we do know that the 
viewpoint expressed in this book 
coincides with that of the muck- 
rakers. The only important dif- 
ference seems to be in the manner 
of expression. Rugg speaks more 
gently, and in the manner of the 
school room. With academic 
calm, and yet with pedagogic 
firmness, the author makes his 
points and commands the stu- 
dent’s thinking. 

“As we see them, many of the 
points are not established openly 
but through cumulative implica- 
tions, unrepresentative examples, 
and leading questions. The method, 
at least, is not acceptable school 
room procedure, though it has 
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been found highly useful as a 
propaganda technique. 

“In condemning Professor 
Rugg’s chapter on advertising, it 
is difficult to point the accusing 
finger at specific quoted passages. 
It is the effect of the whole that 
is most objectionable. While it 
may not be possible to identify 
any individual deliberate mis- 
statements, the chapter in its en- 
tirety does give a woefully false 
picture of advertising, to say noth- 
ing of its disparagement of the 
American system of private com- 
petitive enterprise. 

“This is a most serious fault in 
a textbook that is used for study 
in the social science courses of 
several thousand school systems. 

“It is a matter that demands the 
attention of all school authorities 
responsible for the selection of 
textbooks in primary and secon- 
dary schools.” 

The complete pamphlet — too 
long to reproduce here, can be had 
free by addressing the Advertising 
Federation of America, 330 West 
42nd St., N. Y. C. Call for Alfred 





T. Falk’s pamphlet on “Does Ad- 
vertising Harm or Benefit Con- 
sumers?” 

* * * 

Outside of any connection with 
the question of advertising, this 
case is interesting to me because 
I am wondering just how much 
parents know about what their 
children are being taught in our 
upper schools. How many parents 
have taken the trouble to “draw 
out” their sons and daughters on 
the ideas of all kinds they are 
gathering in If they 
will, I can guarantee some shocks. 

Some time ago [ heard a young 
miss frankly tell her mother her 
ideas on old-fashioned morality. 
Her mother was flabbergasted. 
The young lady remarked they 
were told all about such things at 
school. The main idea she seemed 
to have gathered at school was “I 
am entitled to live my own life in 
my own way.” 

* ¥ * 


schools. 


When it comes to political 
ideas, the range of teaching in 
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Aug. 28. The scene is the living room of the 

Burns home in a town in the northwest. Andrew 
Burns, president of the Burns Hardware & Imple- 
ment Co., is seated in an easy chair with the Aug. 24 
issue of HARDWARE AGE and two bank books on the 
chair beside him. Frank, his son and junior partner, 
is seated across the room smoking. Andrew starts 
figuring and becomes completely immersed in what 
he is doing. Finally he stops and heaves a sigh of 
relief. 


ANDREW: Well, that’s it! 
FRANK: What’s it? 


ANDREW: Just been doing a little figuring Frank. 
Read that article on “Joint Bank Accounts and the 
Future” in this issue of HarpwarRE ACE and it 
started me thinking. Your mother and I had a joint 
bank account and I saw by this article that it wasn’t 
all it was supposed to be. Suppose I died and your 
mother wanted some ready cash. Well, the fact that 
we had a joint bank account didn’t mean that she’d 
collect as soon as I'd passed out of the picture. This 
article told me what to do in order to provide for 
her immediately and I was just checking up on my 
bank account. 


FRANK: Say, Dad, do you feel all right? What’s 
the idea of this gloomy outlook on things? 


ANDREW: Nothing gloomy at all, Son. Just be- 
lieve in being prepared, that’s all. Read a mighty 
informative article and I’m just acting on it. 


[: about 9 o'clock in the evening of Monday, 


FRANK: Just the same you gave me a bit of a 
start. Guess I'll read that article myself. By the way, 
did you read that one about the Service Hardware 
Co. in Alabama, and how they increased sales to 
women 100 per cent in two years? 


ANDREW: Son, when Monday evening rolls 
around you can always count on my having read 
everything in the issue. But that Service outfit cer- 
tainly did a smart job in building up feminine busi- 
ness. You've got to cater to the ladies these days. 
They hold the family purse and they do most of the 
spending, and when they don’t actually spend the 
money you can rest assured that they have a voice in 
the way in which it’s spent. I tell you Son, the hard- 
ware store of the present day just has to cater to 
women. Up-to-date fixtures, clean stock, neat and 
courteous clerks—you’ve got to have them all if you 
don’t want to see the business drift away from you. 


FRANK: While you're mentioning clerks, that arti- 
cle on the way in which the Stratton & Terstegge Co. 
of Louisville, trains its clerks was certainly worth 
reading don’t you think? 
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ANDREW: Ill say it was! Of course, we, as re- 
tailers, don’t send clerks out on the road, but we 
could train them as outside salesmen and have them 
call on the rural trade. It’s worth considering at that. 


FRANK: Getting back to the subject of the femi- 
nine influence, I liked that article about the bath 
shop of the Schlitt Hardware Co. Gosh, did you ever 
figure out how much time a family spends in a bath- 
room? When I was a kid fitting up a bathroom was 
a tinsmith’s job but look at them now. There’s a 
real profit in them and, judging by that article, you 
don’t have very much of a stock investment. And 
look at what that firm is doing—eight stock turns in 
a year! We're neglecting our opportunities. 


ANDREW: Maybe we are, but we’re not going to 
continue to do so. I’m checking up on this bath shop 
proposition in the morning. But speaking of this 
“shop” arrangement, I see that R. J. Atkinson, Inc., 
of Brooklyn, N. Y., has set up a series of shops in 
their basement. They attract attention and show com- 
plete assortments of related goods and—they appeal 
to the ladies. It’s just the spirit of the times, Frank. 
Specialization extended to the hardware store. But 
it’s a mighty good idea at that and, according to 
Atkinson’s, it gets results. You've got to specialize 
to a certain extent in every line these days. You 
can’t sit back and wait for business to come to you. 
You have to go after it. 


FRANK: Speaking of going after business, what 
did you think of that collection of “Tested Com- 
munity Promotion Ideas?” Looked good to me. 


ANDREW: Looked good to me, too. Might be a 
good idea to work up some kind of a community 
promotion event for this town. It would bring the 
farmers in and we'd all get our share of the busi- 
ness. Guess I'll bring up the idea at the next cham- 
ber of commerce meeting. 


FRANK: Yes, and take that copy of HARDWARE 
AGE with you. You can talk until you get black in 
the face and it won’t make half as much of an im- 
pression on them as the printed page. 


(The door opens and Mrs. Burns and her 10-year- 
old daughter, Mary, enter.) 


MRS. BURNS: You simply should have come to 
the movies with us. I don’t remember the name of 
the feature but Robert Taylor was simply thrilling. 


(The men glare at each other.) 
MARY: Yes, and they had a Mickey Mouse, too. 


ANDREW and FRANK (together): What did 
Mickey do? 
—G. M. S. 
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The American Destiny 


By WALTER LIPPMANN 


“The American spirit is troubled not by the dangers, and 
not by the difficulties of the age, but by indecision.” That is 
the keynote of the following article by the noted commenta- 
tor, Walter Lippmann. This article, which is reproduced 
from the June 5, 1939, issue of Life by special permission, is 
commended to the readers of HARDWARE AGE as a bril- 
liant analysis of the problems confronting the United 
States. By reading it one will arrive at a true appreciation 
of present and future opportunities —The Editors. 


ERE in these pages of Life 
there are displayed the 
things which elsewhere in 

the world the nations stand in 
arms to conquer or to defend. A 
people with a long habit of free- 
dom holds securely in its posses- 
sion the space to live, a fertile soil, 
invested wealth, the technical arts, 
everything that a nation could 
need. Yet something is wanting. 
And for want of it the American 
people are profoundly troubled. 
They know that they are not mak- 
ing the most of their opportunities. 
They know that for lack of clear 
purpose and a confident will they 
are falling far short of what they 
have a right to expect of them- 
selves. They are not at ease in 
their consciences. They know that 
with such resources, such riches, 
and such power they are stalled, 
whereas they should be in action 
against poverty, and the stagna- 
tion of enterprise, and the crum- 
bling of law and civilized custom 
in the world all about them. 

The American spirit is troubled 
not by the dangers, and not by the 
difficulties of the age, but by in- 
decision. Considering the re- 
sources with which nature, and the 
accumulated achievements of the 
past, and historic fate have en- 
dowed America, there ought to be 
no question in anyone’s mind 
about the American future. Yet 
in the generation to which we be- 
long, unlike any that went before, 
the American people have no vi- 
sion of their own future. Lacking 
this, they are seized by deep un- 
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certainty. They are confused by 
their problems. They are op- 
pressed by doubt. They are living 
anxiously and unclearly from day 
to day, feeling that the strength 
within them is being wasted, is 
throttled, is suffocated, that they 
are dedicated to no great ends, 
that they have no sure faith that 
enlists the young. This mood will 
pass. But while it obsesses the 
American spirit, the people are 
making themselves sick with nerv- 
ous indecision. 


Three Disappointments 


The immediate cause of this in- 
decision is, I believe, the accumu- 
lated disappointments of the post- 
War era. Three times in these 20 
years the American people have 
had a great hope and three times 
they have been greatly disap- 
pointed. They believed with Wil- 
son that they could help to make 
a world that was safe for free men 
living in peace under just laws. 
They believed with Coolidge and 
Hoover that they had arrived at a 
New Era of certain and advancing 
prosperity. They believed with 
Roosevelt that they were organiz- 
ing securely an abundant life for 
all the people. For the moment 
they are disillusioned and believe 
nothing in particular. When they 
are reminded how great are their 
resources, how splendid are their 
achievements, how decisive is their 
power in the world, they are em- 
barrassed by the opportunities 
they are not using and by the 
challenge of a high destiny to 


which they are not responding. 

Far from feeling inspired by the 
riches of the American earth, the 
generation to which we belong is 
now frightened by its fertility. It 
is as if this continent had raised 
up something too great for little 
men to deal with. For 20 years. 
under the influence of disappointed 
hopes, the people have worked 
themselves into a state of mind 
where today their ideas and their 
policies are dictated by a dread of 
the fertility of nature, by fear of 
the industry, the thrift, the inven- 
tiveness and the enterprise of men, 
by alarm at the prestige and the 
power of the nation. The attitude 
of the American people at this 
moment is one of recoil from those 
very constituents of greatness 
which vigorous peoples have hith- 
erto everywhere and always strug- 
gled to obtain. 

They have let themselves be per- 
suaded that in every phase of their 
activity they are threatened by the 
expansion of their power and must 
contract it, that they must with- 
draw, retreat, fence in, batten 
down, plow under, work less, save 
less, invent less, invest less, and 
risk nothing. For the moment, this 
moment of bewildered indecision 
through which we are now living. 
the American people are acting on 
the assumption, though in their 
hearts they reject it, that their in- 
comparable assets are in fact their 
most dangerous liabilities. 

That this is not a national policy 
but a national neurosis is evident 
when we realize that whereas the 


HARDWARE AGE 








— 4&3 &— a f& @ am A ot awe wm wet lCUMmlClU Ol lel Om Uhl 


~~ - 











problems of other nations are the 
problems of insufficiency, our 
problems are the problems of su- 
perfluity. We seem to have too 
much of everything. We seem to 
have too much land. The land 
seems to be too fertile. We have 
taken elaborate measures to reduce 
the yield, and we do not know 
how to dispose of the surplus. We 
seem to have too many factories, 
and the machinery seems to be too 
efficient, and we seem to have too 
much labor. We rack our brains 
to devise schemes for limiting the 
output and reducing the work done 
by the worker. We seem to have 
too much capital, and we worry 
about how to reduce our savings 
and about how not to invest them 
where they will produce too many 
goods. We seem to be too inven- 
tive, and we study plans for slow- 
ing up technological progress. We 
seem to have too much gold, and 
we bury it in Kentucky. We seem 
to have too much influence in the 
world and we examine devices for 
making ourselves as unimportant 
as possible. 


Surplus Everywhere 


In every field of our activity we 
have come to think that there is a 
surplus to be gotten rid of—a sur- 
plus of crops. of minerals, of in- 
dustrial capacity, of gold, of sav- 
ings, of credit, of labor, and of 
influence in the world. At the end 
of these twenty years our farm 
policy is an attempt to produce less 
and to dump the surplus. Our 
industrial policy is an attempt to 
protect old investments against the 
competition of new enterprise. Our 
fiscal policy, as conceived by those 
who direct it, is an attempt to re- 
duce savings and to sterilize bank 
deposits and to bury gold. Our 
labor policy is an attempt to let 
more men work a little by making 
each man work less. Our foreign 
policy is regulated finally by an at- 
tempt to neutralize the fact that 
America has preponderant power 
and decisive influence in the affairs 
of the world. 

However plausible a case can be 
made for this measure or that, the 
total effect is that the American 
people face the world not with 
their old confidence and courage. 
but in a mood of withdrawal. de- 
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nial, defeat, and of wishing to es- 
cape from their opportunities and 
their responsibilities. This must 
be a transient mood. This must 
be the mood of a people whose 
minds and spirits are not yet ad- 
justed to a radically new situation. 
Men say “No” to everything when 
they have not yet learned how, 
and have not yet nerved them- 
selves, to say “Yes.” For in the 
long run it cannot be true that a 
nation grows rich by not produc- 
ing, by not working, by not sav- 
ing, by not investing, by not being 
enterprising, by seeking only se- 
curity and stability and protection 
from risks, by trying to be small 
and unimportant. 


Purpose Lacking 


This cannot be the permanent 
attitude of the nation. It must be 
a passing mood, the curious mood 
of a peculiar epoch. For here is 
this continent, an island lying be- 
tween two great oceans; the heart 
of it is invulnerable and the nation 
can never be conquered or intimi- 
dated. Upon this continent or with- 
in easy and friendly reach of 
it, there is every material resource. 
The people who inhabit this con- 
tinent selected themselves as col- 
onists and emigrants out of the 
civilized nations of Europe: they 
are adventurous, enterprising, and 
brave with high faith. They are in 
full possession of the whole tech- 
nology of modern science. They 
inherit an equipment of capital 
produced by prodigious labor and 
by immense investment. They have 
political institutions, which with 
all their faults in detail, are one of 
the wonders of the world: nowhere 
else and never before has so large 
a populaton lived in one union on 
so vast a territory with such secur- 
ity and in such freedom. Nothing 
that a people could want, nothing 
that nations fight to obtain, noth- 
ing that men die to achieve is lack- 
ing, nothing except a clear purpose 
and the confident will to make the 
most of all these things. 

And why are they lacking? They 
have never been lacking before. 
This country has passed through 
many trying days. But never, in 
the bleak winter of Valley Forge 
or on the field of Gettysburg, has 
it lacked leaders who were confi- 
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July 27, 1939 Merchandise Directory 
of Hardware Age, but if you prefer to 
have a separate copy, just ask for one. 
Keep it handy. In its four comprehen- 
Sive pages are found the answers to 
practically any question your cus- 
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dent of its destiny. What is it, then, 
that has happened to this people 
in the post-War world that has 
shaken their confidence? They 
have not been wrecked by a calam- 
ity of nature. They have not been 
attacked and conquered by an 
enemy. But for the moment they 
have lost the conviction that they 
are moving forward, that they are 
on their way and are going places. 

They have lost their confidence, 
I submit, because three times in 
these 20 years they have started 
off with high hope to do great 
things that they had never done 
before, and three times, on the first 
attempt, they have been disap- 
pointed. First, they intervened in 
a world war, decided the issue, and 
failed to establish a good peace. 
Then, they intervened as the cred- 
itor to restore the world’s econ- 
omy, and failed. Then, they set 
out to give themselves a secure and 
abundant life at home, and they 
have not yet succeeded. In each 
movement they began with enthusi- 
asm and they have ended in dis- 
illusionment. For the moment, 


they think they were deluded under 
Wilson when they saw themselves 
as the organizers of world peace, 
under Coolidge when they worked 
for reconstruction, under Roose- 
velt when they worked for reform. 

But the American people were 
not deluded in what they under- 
took to do in the post-War era. 
These were the things that still 
have to be done. They did not 
succeed on the first attempts be- 
cause they had not yet acquired 
the training or the experience that 
were needed in order to succeed. 
They were right under Wilson 
when they recognized that as a re- 
sult of the War the power and in- 
fluence of America had grown so 
great in the world that on the 
paramount issues the position of 
the United States, whatever it did 
or refused to do, was decisive. The 
insight was true; the execution was 
gravely defective. Neither Mr. Wil- 
son nor his diplomatic assistants 
nor the Congreégs nor the people at 
large had learned how to exercise 
successfully so much influence in 
the outer world. The conduct of 








qar 
LANTERNS 


DDEN EMERGENCIES 


When emergencies arise, as they will in 
all communities, BE PREPARED TO MEET 
INSTANT DEMAND with a good stock of 
DIETZ LANTERNS. 


Dependable burning under severest con- 
ditions, safe indoors or out, economical 
(1 quart of kerosene burns 2 days and 
2 nights) giving a bright white light with- 
out diminishment. Yes, DIETZ will serve 
your purpose well—good quality, staple 
merchandise that never dies on the shelf 
—CHECK YOUR STOCK TODAY. 
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the foreign policy of a great pow- 
er requires experienced men. That 
experience cannot be gotten in a 
few months or even in a few years. 

The American people were right 
under Coolidge when they recog- 
nized that as a result of the War 
they had become the strongest 
creditor power, and that this gave 
them a vital interest and a clear 
obligation to take a leading part 
in the reconstruction of the money 
and the credit and the commerce 
of the world. But the American 
bankers and American legislators 
of the Twenties had had almost no 
experience in such affairs; Amer- 
ican business men had not vet 
learned to understand the differ- 
ence between the commercial poli- 
cy of a debtor nation and that of a 
creditor nation. 


Untrained 


And under Roosevelt the Amer- 
ican people were right when they 
recognized that the time had come 
when the nation must organize it- 
self to control the violence of 
booms and depressions, must take 
measures to preserve its agricul- 
ture and to restore the soil and to 
conserve natural resources, must 
guarantee to all men an opportu- 
nity to work, must provide secur- 
ity for the young, the old, the sick, 
and the handicapped. But the 
wisdom to do all these things was 
not equal to the need for doing 
them. Mr. Roosevelt’s New Deal- 
ers were as untrained and ill- 
equipped to design and administer 
these reforms as had been Mr. Wil- 
son’s diplomats and Mr. Coolidge’s 
financiers. 

For the moment, therefore, a 
large part of the people have con- 
cluded that in each of these three 
undertakings of the post-War era 
the objective was wrong. They 
look upon the tragic consequences 
of Versailles as proof that it was 
a mistake to attempt to organize 
the world for peace under the 
reign of law. They look upon the 
crash of 1929 and the defaulted 
bonds and the wasted savings as 
proof that it is a mistake for the 
world’s creditor to extend credit. 
They look now with dismay upon 
the unending deficits and the mil- 
lions of unemployed and the stag- 
nation of business. These failures 
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and disappointments have for the 
time being turned a substantial ma- 
jority against domestic reforms, 
against general reconstruction, 
and against organized peace. They 
have produced the thoroughly dis- 
illusioned American of the present 
day who wants to withdraw within 
the three-mile limit, wants to bury 
the gold, and wants to suspend the 
reforms. 


Unsettled Issues 


No doubt this reaction is human 
enough. But a completely reaction- 
ary state of mind is hardly suited 
to cope successfully with the prob- 
lems of a dynamic age. On the con- 
trary, the more we have refused to 
go on with the things we under- 
took to do, and failed to achieve, 
the more compelling and urgent 
do these tasks become. Twenty 
years ago the Congress refused to 
proceed with the difficult work of 
organizing the world for peace. 
The refusal has not settled the is- 
sue. It is more acute today than 
it ever was before, and never in 
time of peace has the United States 
had to arm on such a scale as it is 
arming today. Ten years ago we 
refused to go on with the task of 
reconstructing the shattered econ- 
omy of the world. The refusal has 
not made easier, in fact it has ag- 
gravated, the difficulty of recon- 
structing our own domestic econ- 
omy. Now we are at the point 
where a considerable number of 
the voters think they would like to 
put an end to social reforms. If 
these views prevail, we shall soon 
find that the discontent makes 
necessary even more drastic social 
reforms. 

Above all we are finding that 
when a nation refuses to do the 
great things which it has to do, it 
is unable to do the littler things 
that it wishes to do. The refusal to 
accept the large responsibilities is 
demoralizing. Men who will not 
face the big things become gener- 
ally nervous and fearful in all 
things. The attitude of negation, of 
not producing, not working, not 
saving, not investing, not compet- 
ing, not trading, not exercising in- 
fluence, is simply the morbid ra- 
tionalization of the general refusal 
to accept the American destiny in 
the post-War world. 
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That is what ails us today. In 
the lifetime of the generation to 
which we belong there has oc- 
curred one of the greatest events in 
the history of mankind. The con- 
trolling power in western civiliza- 
tion has crossed the Atlantic. 
America, which was once a colony 
on the frontiers of Europe, is now, 
and will in the next generations 
become even more certainly, 
the geographic and the economic 
and the political center of the Oc- 
cident. All the world knows this 
and acknowledges it. The Amer- 
ican people have known it under 
Wilson, under Coolidge, under 
Roosevelt, in their great under- 
takings after the World War. They 
were following the American des- 
tiny. And, with all its risks, all 
its responsibilities, all its anxieties, 
after all the disappointments and 
failures, they will have to go on 
with it. There is no way to refuse 
this destiny. 

What Rome was to the ancient 
world, what Great Britain has been 
to the modern world, America is 
to be to the world of tomorrow. 





We might wish it otherwise. | 
do. Every man who was young 
in the easier America of the pre- 
War world must long for it at 
times. But our personal prefer- 
ences count for little in the great 
movements of history, and when 
the destiny of a nation is revealed 
to it, there is no choice but to ac- 
cept that destiny and to make 
ready in order to be equal to it. 
The indecision which paralyzes 
us today will not be ended by re- 
assuring statements from the White 
House, or by little changes in this 
or that policy, or by a change of 
party control. The indecision 
which pervades the American 
spirit, and manifests itself in the 
policies of plowing under, not pro- 
ducing, not saving, not investing, 
has its root in the refusal by the 
American people to see themselves 
as they are, as a very great nation, 
and to act accordingly. We are , 
negative today in all things be- 
cause we have shrunk from being 
positive in the big things. We are 
undecided, nervous and torn be- 
cause we are confronting the prob- 
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lems of the Twentieth Century with 
minds formed in the Nineteenth 
Century, and attached to the 
smaller duties of a simpler past. 
We are afraid of the fertility of 
the American earth, afraid of the 
productiveness of American capi- 
tal and American labor, afraid of 
American influence in the family 
of nations, because we still cling 
to the mentality of a little nation 
on the frontiers of the civilized 
world, though we have the oppor- 
tunity, the power, and the respon- 
sibilities of a very great nation at 


the center of the civilized world. 

The American people will move 
forward again, and feel once more 
the exhilaration and the confidence 
that have made them what they 
are, when they allow themselves to 
become conscious of their great- 
ness, conscious not only of their 
incomparable inheritance but of 
the splendor of their destiny. Then 
the things that seem difficult will 
seem easy, and the willingness to 
be equal to their mission will re- 
store their confidence and make 
whole their will. 


Resale Policies of Manufacturers 


(Continued from page 38) 


it is more difficult for them to con- 
trol their prices. 

These so-called mistakes can un- 
do in a minute, and without warn- 
ing, the constructive work of 
months or years by a manufactur- 
er. It is most discouraging when 
it happens. It is then when a 
manufacturer must think straight 
and act straight, and when dis- 
tributors, generally, must support 
him in his position. 

I have talked of the manufac- 
turer’s responsibility for his re- 
sale price maintenance but have 
not suggested how he can control 
his resale price. The law is on his 
side if it is used properly. I have 
as my authority for making this 
statement Mr. Felix Levy who is 
the attorney for our association. 
This is part of his answer to me 
in his reply to a series of ques- 
tions I put to him through our as- 
sociation’s office. 

Mr. Levy refers to certain de- 
cisions by the Supreme Court and 
then says: 

“They made it clear that a 
seller had the right to announce 
in advance that he would refuse 
to make sales to any customer 
who did not sell the seller’s 
goods at the price which the 
seller fixed for their resale. 

“Based upon the right thus 
given, many leading corpora- 
tions adopted this policy by 
issuing public announcements 
to their customers that they 
would refuse to make further 
sales to them if the customers 


did not maintain the resale 
prices suggested by the manu- 
facturer. 

“These later decisions of the 
Supreme Court do not include 
the right of a manufacturer to 
accept, in response to such noti- 
fication, any assurance, promise 
or agreement by the customer 
that the latter will conform with 
the manufacturer’s said notifi- 
cation. 

“This point will be made 
clearer, when I state that such 
right comprises merely the right 
to notify customers of such pol- 
icy, but without going further 
by accepting from the custom- 
ers any promise or assurance 
that he will maintain the prices 
suggested.” 

I am amazed to find how many 
manufacturers and distributors un- 
doubtedly know this but are loose 
in their correspondence on the 
subject. 

In conclusion—this whole mat- 
ter is one of confidence: 

1. Confidence in the product; 

2. Confidence in price; 

3. Confidence in our distribu- 
tors or manufacturers, as the 
case may be; 

4. Confidence in ourselves; 

5. Incidentally, confidence in 
our competitors. 

The correct solution of this 
problem, and subsequently putting 
it into practice, might properly be 
considered the greatest contribu- 
tion to the industrial supply in- 
dustry. 
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In Laclede FURNACE CEMENT the 
extra strength of this superior 
product makes it ideal for sum- 
mertime furnace installations... 
it won't disintegrate during long 
periods of non-use. You get a 
stronger joint and it stays tight. 
In furnaces, hot or cold, Laclede 
FURNACE CEMENT 


» DRIES FASTER 
» SETS STRONGER 
» LASTS LONGER 


NEW! 
Laclede FIREZIST PLASTIC 
LINING, hand moldable 
plastic refractory for 
furnaces, stokers, oil 
burners. 


LACLEDE-CHRISTY Sé fous 
— 


Makers of Fine Heat Resist- 
ing Products Since 1844. 
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Tractor, Disc 


Packed one set in a four-color box ne dozen sets 
A quick-turnover item retailing at $1.00. 
ORDER FROM YOUR JOBBER 
ARCADE MFG. CO., 1201 Shawnee St., Freeport, Ill. 
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MAZE ANCHOR LEAD HEADS 
hold 2 to 4 times better—con- 
clusive tests prove it! Anchor 
rings — 20 to the inch — imbed 
themselves in wood. Maintain a 
lasting seal. Can’t twist or work 
loose. Bright or galvanized, 
Anchors are an entirely new 
principle in nails—and you get 
more to the pound. Feature this 
better value for your custom- 
ers—better seller for you! 


W.H. MAZE COMPANY - PERU, ILLINOIS | 
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Also Zinclad Calk-Screws. | 
Plain Barbed Lead Heads 
and Flat Head Screw 


for samples and prices | 
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LADDERS FOR EXTRA 
SALES AND PROFITS 


The extra value which 
we build into RICH 
Ladders is quickly 
recognized by buyers. 
This extra value means 
extra sales and profits 
for you. 


See Your Jobber or Write 
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Vent-A-Hood kitchen ventilator 
equipped with a GREASE TRAP 
to keep ceiling and walls clean 
—a patented centrifugal exhaust 
unit that forces cooking odors, 
steams and vapors out before 
they have a chance to invade the 
rest of the house. . . . Investigate 
this modern kitchen ventilator 
before you build or complete 
your plans. It’s new, modern, 
efficient. Exhaust unit may be 
had separately or with the hood. 
Ask for illustrated folder. 


The VenAuooD | Co. 


2808 OMMERCE 
ALI Dept. Al 





@ Customers all over the world walk into 
hardware and implement stores and ask for 
Alligator Steel Belt Lacing, or they ask for 

“metal belt lacing that can be put on with 
a hammer.” 

For thirty years belt users have been 
doing this and as a result more than 200 
million belts have been laced with Ailli- 
gator. This widespread use plus advertis- 
ing in 140 trade and farm papers, has 
brought about this remarkable acceptance 
for Alligator. 

Don’t let this profitable business get 
away from you because you can’t deliver 
when your next belt lacing customer walks 
in or calls up. Check your stock today and 
order from your jobber. 


FLEXIBLE STEEL LACING CO. 
4616 Lexington St., Chicago, Ill. 
Just a hammer to apply it 


Drives straight. Compression 
grip protects belt ends. 


beds in belt. Rocker hinge 
pin. Joint easily separated. 


Write for Handy Size Chart 
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TAKING THE MYSTERY OUT OF 
BUILDERS’ HARDWARE 





(Continued from page 36) 


popular. Fig. 14 shows a lock 
among those padlocks manufac- 
tured by the Slaymaker Lock Co., 
Lancaster, Pa. 

Sargent & Company, New 
Haven, Conn., makes a varied line 
of padlocks. To show something 
different, I have selected as Fig. 15 
a tire padlock. Much business can 
be secured from automobile own- 
ers on tire padlocks if you will 
only feature them. 

As is always the case when dis- 
cussing each and every subject 
throughout the previous 57 chap- 
ters, I come to the close of my 
allotted space for each given sub- 


ject with a realization of the limi- 
tations of space to cover adequate- 
ly the subject. Chapter 58 is no 
exception. 

There are many other manufac- 
turers of padlocks and many other 
padlocks of all manufacturers that 
I cannot find space to discuss. 
Study your own source of supply 
for more information because this 
business is profitable business. 

Our next installment is a “Did 
You Know Chapter?” to cover 
many points I have not found 
space to mention before. I think 
you will find it interesting. 





Danville Lifts Itself by Its Bootstraps 


(Continued from page 45) 


can acquire without initial in- 
vestment, pay for on a monthly 
basis and own outright after ten 
and one-half years. 

These factory buildings are de- 
signed to meet the requirements 
of some 75 per cent of all indus- 
tries. They are constructed in 40- 
ft., 50-ft., and 60-ft. widths, free 
of posts. Units contain 5000 
square feet or any number of 
square feet up to 20,000, and un- 
der certain conditions even larger 
units will be constructed. 

A separate company, made up 
of experienced business men and 
headed by Raymond Sidney, a 
former secretary of the Chicago 
Board of Trade, aids these manu- 
facturers and any wholesaler or 
retailer in the area, on matters 
relating to auditing, financing, 
merchandising advertising, pro- 
duction, labor and tariffs. This 
group conducts a training school 
for financial and budgetary con- 
trol, not only for industrial or- 
ganizations but for retailers as 
well. 

The Danville Plan is a business 
proposition. It does not place a 
manufacturer under a never end- 
ing obligation to the community 
on account of any gift, charity or 
free privilege. The building cor- 


poration pays no salaries. Its 
accounts are audited by certified 
public accountants, and its legal 
affairs are managed by attorneys 
at a nominal cost. 

The plan was financed through 
an issue of 6 per cent preferred 
stock, secured by the factory 
buildings erected. 

Hardware store and other own- 
ers cooperating with the plan, 
realize that the more steady pur- 
chasing power the area has, the 
more business they will do. While 
the retail training school has as 
yet not really got under way, 
retailers are planning to make use 
of its free services through the 
retail division of their chamber 
of commerce. 





Winter Time Job 


An enterprising Wisconsin 
hardware dealer urges customers 
to have their lawn mowers 
sharpened during the winter sea- 
son, making a special rate for 
sharpening at this time. He points 
out to customers that the job can 
be done better, because the store 
has more time in which to do it. 
The idea works out quite well, and 
also enables the store to sell new 
mowers to replace old ones. 
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Shouts this 


JEWEL READY-PACK 


This colorful, 


display box clamors for attention . . . 









eye-catching Jewel Ready-Pack 
reminds 
home workshop owners, shop men and all users 
of wood-cutting or metal-cutting abrasives to 
add it to their purchases in your store. 
Each display box contains twelve 10c Ready- 
Packs of assorted sheets of Jewel Flint paper. 


It’s an ideal ‘‘pick-up’’ item because it’s so 





universally usable. Stock up today - - ask your 


jobber. Abrasive Products, Inc., South Braintree, 


Massachusetts. 
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KLEAN HEAT HUMIDIFYING GUARDS 


For Hot Air Furnace Registers 


Standard sizes 

Protect Walls — 12, 14, 16 
Protect Drapes inches — large 
reservoir for 

ieee os water. All 
Circulate Air eutal Witte. 
Guard against ivory or oul 
winter colds ural grain 


Walnut finish. 





Suggested Retail Price $1.79 — Dealers Net Price 90¢ 
inquiries invited from Retail Dealers 
BOMAR MFG. CO. -- 1114-16 BARDSTOWN RD. -- LOUISVILLE, KY. 














LEADING ALL OTHERS 


Highest 
quality jar rubber 
made. Biggest seller. 
Used by experts and home 
canners for 20 years. Na- 
tionally advertised. Excel- 
_ rofit. Big repeats. 10¢ a 
ne Fue gross (24 cartons) in 
Sati color display container. 


GOOD LUCK 
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BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 
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Start the Wick Season with this 


MONEY MAKER! 


FLAMEMASTER 


(Reg. U. 8. Pat. Off.) 


ASBESTOS WICK DISPENSER 


HE up-to-date and better way to sell wicking! No more loose 

bulk rolls to cause confusion, loss of time and loss of stock 
through cutting-errors! 

Flamemaster Dispenser-Merchandiser gives you complete coverage 
in one compact, handy unit. A stock container, merchandiser and 
high powered silent salesman in one! 

Attracts customers. Puts new life into your wick 
A real sales and profit-builder. Average sales profit, 306 


DEALERS EVERYWHERE PRAISE IT HIGHLY. 
ENTHUSIASTIC REPORTS FROM ALL SIDES! 


Take Your Choice of These 
2 SPECIAL DEALS 














department. 
%. 




















STOVE 
DEAL No. 1—400 feet Flame- GUIDE 
master Branded Wick (best on cress Patented 
grade rock weave) in 4 rolls eather 
of 100 ft. each. Widths: %”; all. popular 
1”; 1%"; 1%”. MERCHAN- Stoves and 


(original sale only) 
F.o.b. Jobber’s ware- $g.75 
house. Dealer’s net. . 


DEAL No.. 2—Same as No. ! 


ranges. 






but contains 2 100-ft. rolls 7%” 
width and 2 100-ft. rolls 15%” 
width. 


VALUABLE FREE DEALER 
AIDS INCLUDED IN BOTH 
DEALS 












NOTE: Dispenser alone could 
not be duplicated for less than 
the price of the entire Deal! 









Flamemaster Wick is also 
supplied in Boxed sets 





Write us if your jobber 
can’t supply you 


TRIPLEWEAR, PATERSON, N. J. 


All Triplewear Products are Sold Exclusively 
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New 1939 ATTRACTIVE HELLER DISPLAYS AND EQUIP- 
MENT are built to give YOUR STORE the Modern Sales Appeal 
for displaying your stock to best advantage. You'll be surprised 
how the MODERN HELLER EQUIPMENT invites more cus- 
tomers yet costs so little! 

INVESTIGATE TODAY! Send for FREE Illustrated CATALOG 
NO. 40A—“SPEED TO INCREASED PROFITS WITH THE 
HELLER MERCHANDISING SYSTEM.” 


W.C.HELLER & oan 












STORE PLANNING SERVICE! 


20 Vesey St. 939 Bryant St. 
New York City Montpelier, Ohio 
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“SPRAYERS 
NOW! tnrwaema 


Use car, truek or tractor motor for power. 
Speedy No. 783 


changes two cylin- 
ders of any such 
engine to an effi- 
client compressor, 
at idling speed. 
Saves time and 


money—makes hard 
painting jobs easy 
Spray paint, var- 





nish, lacquer, kal- 
somine, insecticides 
anywhere. De 

“ Luxe outfit: 2 


spark plug pumps, surge tanks, 6 adaptors, 25 
ft. high test air hose, No. 121 internal mix 
pressure feed gun with 1 qt. aluminum cap, 2 
nozzles, and tire inflating chuck, list $11 
price only 





DEALERS: Send for complete ecataleg price list 
and discounts; e'ectrie power sprayers $5.10 up 
—auto power outfits $2.70 up. 

W. R. BROWN CORPORATION 


5724 Armitage Avenue Chicago, Ill., U. 8. A. 
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What Are Our Upper Schools Teaching? 


(Continued from page 101) 


many schools and colleges goes 
the limit in let us say “liberality.” 
To me — and I have always 
thought I was rather broad—the 
great danger is inculcating such 
advanced ideas into immature, un- 
disciplined minds. Older people, 
based on hard life experience, take 
some of these new “isms” with a 
grain of salt. But to the young 
and undeveloped mind, they come 
as gospel truth. 
* * * 

In The Saturday Evening Post 
our friend, Raymond Moley, is 
writing about Franklin D. Roose- 
velt and his “Brain Trust.” I 
would love to see our President’s 
expression as he reads _ these 
articles. Moley is the Class A 
expression of the college bred 
philosopher. But what about his 
ethics? Roosevelt made him a 
national figure. Now it seems to 
me Moley violates every rule of 
honorable conduct by exposing 
the confidential relations that ex- 
isted between him and the Presi- 
dent. This might be all right 


years after Roosevelt was dead but 
just now I can’t see how it can be 
excused. 

We are led to believe that Moley 
wrote all of Roosevelt’s important 
speeches and coined the “Forgot- 
ten Man” and the expression “New 
Deal.” 

In my opinion Moley overshoots 
the mark. One might lay down the 
formula—“Moley provided all the 
ideas while Roosevelt just supplied 
the voice and the speaking per- 
sonality.” In other words, our real 
President is Moley. 

* * * 

[ am referring to Moley’s ar- 
ticles because I am wondering 
how much our super-educated col- 
lege men and some of their ideas 
—like the teaching on advertising 
—are responsible for the con- 
tinued national depression. 

Dr. Robinson in “Mind in the 
Making” remarked: “A college 
education makes neither wise men 
nor fools. But it makes a wise 
man wiser and a fool more 
foolish.” 


“The Roads to the Cities Lead to Our Store” 


‘Continued from page 42) 


his father had founded, he says 
he found this heart-breaking set- 
up, “Old customers who had 
worked a lifetime paying for a 
farm, during the frenzy of infla- 
tion when land skyrocketed to 
$250.00 per acre, mortgaged all 
their holdings for more land, only 
to find all of their savings swept 
away in the collapse. Purchasing 
power shrank to almost nothing. 
Old friends who had always been 
good pay had no credit. Those 
who could stave off foreclosure la- 
bored under heavy debts. The soil 
was impoverished to pay high in- 
terest. Then came the period of 
high-speed type, cement highways 
which brought us right to the edge 
of the city with all of its competi- 
tion. Chain stores with all of their 
up-to-date methods began to ap- 
pear and to make their presence 
felt. Installment selling took its 
toll.” 


That disheartening picture has 
been replaced by a more cheerful 
one. Not satisfied with changes 
made in previous years, further 
changes were made in layout and 
equipment last year. A 20-foot 
deck across the back of the store 
was removed, additional display 
units were installed, lighting was 
increased and the size of the dis- 
play windows was increased. This 
year a tool island, a new enamel- 
ware display and a cooling system 
were installed. 


Winchester Sales Aids 


To assist sales of new .22 rim fire 
rifles, Models 74 and 75, the Winchester 
Repeating Arms Co., Division of West- 
ern Cartridge Co., New Haven, Conn., 
has issued an attractive folder on each. 
Both folders are available in quantities 
for dealer distribution. 
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Frank Arnold, 
who has made 
knives for 50 
years, says: 
“Cutlery is my 
life and my 
love.” 


A Half-Century of Making Knives 


HEN eight years old, Frank 

Arnold made his first knife 
and set his foot on the same road 
his forebears trod for 15 genera- 
tions. Today, 50 years later, he is 
still at his trade with the Reming- 
ton Arms Co., Bridgeport, Conn., 
where he is supervising the manu- 
facture of knives and creating new 
designs. 

As a boy of eight he worked by 
the side of his father, serving his 
five years’ apprenticeship in the 
plant of William Morton and Sons, 
Sheffield, England, where he 
learned to forge, grind and polish, 
three important steps in the manu- 
facture of knives. Following his 
apprenticeship, he went to work 
for the firm of John Rodgers, 
cutler by appointment and one of 
the largest and oldest houses of 





Editor’s Note: With the permission 
of the du Pont Magazine, we present 
here the story of Frank Arnold of the 
Remington Arms Co., who has been a 
cutler for 50 years. 





Mr. Arnold at the bench. 
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its kind in England. He gained 
further experience with another 
leading cutlery firm, George 
Wostenholm and then at the age 
of 17 set sail for these shores. 

He landed in Philadelphia in 
the spring of 1897. From there he 
traveled to Newark, N. J., and 
later found employment with the 
American Shear & Knife Co. at 
Woodbury, Conn. In 1905 he 
joined the firm of Humason and 
Beckley at New Britain, Conn., 
and two years later found him at 
work with the Bridgeport Chal- 
lenge Cutlery Co., Bridgeport, 
Conn. 

Mr. Arnold’s employment with 
the Remington Arms Co. began in 
1915, and his experience, creative 
ability and devotion to his work 
proved invaluable in the forma- 
tion of the company’s cutlery di- 
vision. He made by hand the first 
Remington knife. Since then he 
has designed and made original 
models of practically every knife 
Remington has produced. He has 
made special knives for the late 
Calvin Coolidge, former President 
Herbert C. Hoover, Charles A 
Lindbergh, Richard E. Byrd, Pope 
Pius, Benito Mussolini and scores 
of other well-known persons. In 
addition he is an authority on 
cutlery and the author of an arti- 
cle, “The Evolution of Cutlery.” 

In referring to the art and his 
work he says, “Cutlery is my life 
and my love.” For him it is 
always new, always changing with 
new methods and processes to keep 
alive the flame of enterprise. 








Cach month! 
THIS SPACE 


WILL FEATURE 
The 


“Phelby Line” 
of 


BUILDERS' FINISHING 
HARDWARE 
& CHECKING 
FLOOR HINGES 





"Send for catalog No. 38" 


SHELBY SPRING HINGE{CO. 


MAIN OFFICE & FACTORY 


SHELBY, OHIO 


Nationally Known — 
Nationally Advertised 


The Wall line is complete. 
Hardware, mill supply, 
agricultural, contractors, 
marine, drilling, trans- 
mission, oakum and 
twine. Spun and laid 
from selected fibre for the 
particular purpose, under 
© experienced supervision. 


¢ Your guarantee is Wall’s 
century-long service to 
industry. 


WALL ROPE WORKS, Inc. 
48 South St., N.Y.,N.Y, 
Factory: Beverly, N. J. 


Branch Offices : 


%3 So. Charles St., Baltimore 
‘23 South Broad St.. Phila 
57 Commercial P1., Norfolk, Va 
102 Broad St.. Boston, Mass. 
1068 Russ Bidg., San Francisco 
424 Decatur St., New Orleans 
429 W. 14th Place, Chicago, Ill 
217 E. Archer St., Tulsa, Okla. 
' 2000 Nace St., Houston, Texas 
‘vn > 3 1118-19 Berger Bidg., Pitts- 
ROPE Z 
Bien, 905, 7 burgh, Pa. 
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BEEN UP THERE 


PROTECT YOUR GOOD NAME! 


Recommending and selling barn door 
track and hangers is a responsibility not 
to be taken ig tly. Grasp this fine oppor- 


tunity to build customer goodwill .. . sell 
Frantz “Glide” for heavy jobs, ‘““Runwel” 
for average doors, and “Rollaway” for 
little ones. A genuine guarantee of 
quality workmanship and materials, plus 
25 years of specialization in the hardware 
field makes Frantz Buildware the logical 
first choice of dealers who value their fu- 
ture reputation as highly as today’s sales. 
Write for dealer proposition. 


FRANTZ MANUFACTURING CO., Sterling, Illinois 


FRANTZ 


Geuarareteed BUILDWARE 
















A “crack” sales-soldier...a 
package that’s the talk of 
the trade...an item that has 
been a sure-fire performer 
from the start. Order Schalk’s 
Crack Filler from your job- 
ber. Schalk Chemical Co., 
Los Angeles and Chicago. 
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Don'ts for 


L. KOMMERS of Antigo, Wis., 

- is issuing a clever, two-sided 
card of advice to sportsmen. One 
side bears the slogan, “Tack This 
Up in Your Shack. Don'ts for 
Hunters:” This side of the card 
reads as follows: 


“Don’t wait until the last day to buy 
your ammunition. Go to your favorite 
dealer now before he is sold out. 

“Don’t betieve your compass is wrong, 
get your bearings before you enter the 
woods. Should you get lost pick out 
a tree and walk to it, keep this up and 
you will get some place. 

“Don’t kill any porcupines, they are 
a lost man’s meat. Be sure to have dry 
matches, so you can build a fire to keep 
warm and be easily found if you be- 
come lost. In case you become lost, 
give three blasts on the whistle, three 
flashes with your flashlight, or three 
shots with your rifle, repeated regu- 
larly, will bring assistance. The rescue 
party will answer the nation-wide known 
signal of distress by two shots. Repeat 
until you are found. Should you hear 
the howling of wolves, don’t put out the 
fire and climb a tree. 

“Don’t blame the gun or ammunition 
if you miss your mark. (If you can’t 
see well, see an optometrist.) 

“Don’t forget there is no such thing 
as red deer or bear. You can decorate 
yourself with bright red percale at 19c 
a square yard at any dry goods store. 

“Don’t drag your gun along behind 
you while climbing through fences, over 
logs and brush, you may need a doctor, 
undertaker, or minister. 

Don’t load your gun until you enter 
the woods, unload before coming out. 
Many a man has been shot with a gun 
that wasn’t loaded. 

“Don’t pull the trigger too soon. A 
local hunter was killed at Mercer, No- 
vember, 1930, because the barrel of his 
gun was mistaken for the horn of a deer. 
Be sure before you pull the trigger. 

“Don’t forget to put out the fire you 
or some other hunter built. 

“Don’t forget the woods are full of 
game wardens. They will be on the job 
to see to it that future generations will 
have something to shoot at. BEST OF 
LUCK!” 

Then comes the line, “Don’ts for 
Fishermen on Opposite Side.” 

The other side bears the slogan, 
“Don’ts for Fishermen. . . . Don’t 
Rock the Boat.” This is what fol- 
lows: 

“Don’t complain on the size limit of 
fish, as the established size limits of 
game fish are such as to provide protec- 
tion until the fish has had an oppor- 
tunity to spawn during at least one 
season. 

“Don’t be careless in unhooking un- 
dersized fish, remember that the prize 
winners of today were baby fish once. 
Wet your hands before removing from 
hook. 

“Don’t cuss the mosquitoes too much, 
remember they make excellent fish food. 

“Don’t try to catch all the muskies 
in a lake just because they are biting, 
as there will be plenty of the younger 
generation who will want something to 

wet a line for. 





S'portsmen 


“Don’t kick about the woodticks, 
who’s afraid of a few wild bed bugs. 
Don’t forget, if a woodtick is on your 
body, a drop of turpentine will bring 
him out. 

“Don’t crab if your favorite stream 
is fished out, be a booster for stream 
improvement work and more fish plant- 
ing. 

“Don’t complain if the waters you are 
fishing are full of undersized fish, as 
small fish are insurance of good fishing 
some day. 

“Don’t crab if a warden checks you 
over, after all, it is his duty, and the 
man who is on the square never has 
anything to fear. 

“Don’t be like the city fisherman who 
while wading a trout stream threw his 
cigarette butt on the shore and started 
a forest fire, always remember that 
forest fires have been known to have 
ruined some of our best trout fishing.” 

The last line reads, “Don’ts for 
Hunters on Opposite Side.” 

Each side of the card bears the 
name of A. L. Kommers and the 
address of Antigo, Wis., together 
with the lines, “Hardware for Hard- 
wear,” and “At the store where they 


speak seven languages.” 


Pay for Destroyed 
Goods 


BUSINESS man buying an 

automobile or other equipment 
on time payments under a conditional 
sale contract may meet with a disas- 
trous situation if the goods should 
be destroyed. According to a recent 
Indiana court decision, the pur- 
chaser would have to pay the full 
price for the equipment regardless 
of its destruction. 

“Where goods are sold and de- 
livered to the buyer on a condi- 
tional contract of sale,” says the 
Court, “the loss or destruction of the 
property while in the possession of 
the buyer does not relieve him of 
the obligation to pay the price 
and thereafter the buyer suffers the 
loss.” 

Pointing out that the buyer may 
be able to get back his money from 
the person who may have been re- 
sponsible for the destruction of the 
goods, the Court continues: 

“The conditional buyer has the 
right to recover the full measure 
of damages occasioned by the in- 
jury to or loss of the subject matter 
of the sale, but he is not relieved 
from his obligation to pay the full 
purchase price agreed upon even 
though the property be lost or de- 
stroyed.” 
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CARLTON sscconciag 


CAKE SAVERS. 


Women can not resist 
the lure of their bright 
colors and striking hand 
painted designs. Useful 
all the year around. Pat- 
ented edge seal that 
keeps foods clean and 
fresh is a special Carlton 
feature. Imcrease your 
profits with a display of 
Carlton Cake Savers. 
You will find women 
eager to buy. Ask your 


jobber. 









The Carrollton Metal Products Co. 


Carrollton, Ohio 






































for a memorable convention 
in Atlantic City—October 16th 
to 19th—during the finest sea- 
son of the seashore year... 
with every facility for a suc- 
cessful session, every feature 
for an enjoyable stay. 


HOTEL 


DENNIS 


ON THE BOARDWALK 
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THIS ATTRACTIVE 
DISPLAY SELLS 
MORE TEL-TRU 
THERMOMETERS 





$1.00 MODELS NOW RETAIL AT 50¢ 
Build yourself a thermometer department around 
this Tel-Tru stand. These beautiful Tel-Tru 
Thermometers are designed and colored to harmo- 
nize anywhere in the home. Customers admire—and 
buy several. 

Desk clock appearance, easy-to-read; unbreakable 
throughout, including crystal; are guranteed accu- 
rate, sturdy, durable. 


ORDER SPECIAL HARDWARE DEAL H-1 
Consists of :—Free display stand (13”x14”) and 12 
thermometers :—assorted Oven, Refrigerator, Desk, 
Wall and Outdoor models, retail 50¢ each; regular 
dealers’ discount. Order from your wholesaler, or 
mention his name in ordering direct. 

Other Tel-Tru Thermometers retail from 25¢ to 


$2.00. 
Made in U.S.A. by 


GERMANOW - SIMON MACHINE CO. 
447 ST. PAUL ST., ROCHESTER, N. Y. 





ses 


No chain store, group buyer or mail order house 
can sell ROGERS Famous Liquid Fish Glue. 
Our policy of selling exclusively through the 
hardware jobber and dealer protects your profits! 









10,000,000 CONSUMER 


DEMAND completes 


the FOUR best selling helps any. 
manufacturer can offer his dealers! 
PRICE, QUALITY, PROTECTION 
AND NATIONAL ADVERTISING! 
- makes it easier for YOU to travel 
the highroad of co- 
operation and more 
profits. 
PHONE YOUR JOBBER FOR DETALS 
of the two Rogers deals that 
will get you off to a flying 
start behind the power of 
Rogers National consumer 
advertising! 














ROGERS 
Gloucester, Mass. 


Ue beat QUID FISH GLUE 
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BELT LACING 










A stronger lacing for all types of 
belts. Put on with a hammer- 
easily penetrates the toughest belt. 
Clinches smoothly into belt, com 
presses ends, prevents fraying, makes 
a permanent ‘‘humpless’’ joint. 
2-piece hinged rocker pins provided 
8 sizes. In boxes, handy packages. 
cartons and long lengths. Recom- 
mended for conveyor belts and heavy 
drives—especially drives operating 
under outdoor conditions 


Wik akip 
Preferred  be- 
cause they are 
handled safely, 
and _ quickly. 
Patented blue 
aligning card 
holds hooks, even shortest ends 
perfect alignment—every hook is 
used, no card waste. Fit Wiregrip 


or any other standard lacers 
Available in 6 sizes. 


SLATGRIP 































A necessity at harvest time. Keep 
binders running — repair binder 
slats easily and quickly right on 
the fleld. Get your share of this 
profitable market. 








Write today for Catalog and Circulars 







“The Belt Lacing 
People” 
ve., 


LAE aticxeo” uste. 
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Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


239 West 39th St., New York City 
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ti =6Efticiency Ratings Established 


for Pot-T ype Oil Heaters 


STANDARD efficiency rating 

for pot-type oil heaters and a 
special weather zone map are two 
achievements of interest and help to 
dealers selling oil burning space 
heaters, according to Samuel 
Dunckel, managing director of the 
Institute of Cooking and Heating 
Appliance Manufacturers. The work 
was carried out by the standards 
committee of the Institute’s Oil Divi- 
sion. 

The standard efficiency rating is 
planned to remove the confusion re- 
sulting from varied claims made 
by competing manufacturers. The 
standards committee formulated a 


| code which provides that all heaters 


be rated according to a definite pro- 


! cedure and with specified test equip- 


ment. Heater ratings and data are 
submitted by the individual manu- 
facturers and this material is then 


' checked by the United Laboratories 


of Wichita, Kan. If the test results 
meet the specifications set up in the 


' code, the manufacturer is then per- 


ot 


| 


mitted to use the rating seal of the 
Institute of Cooking and Heating 
Appliance Manufacturers. Heaters 
so tested have the same standard 
rating of heating efficiency and the 
dealer is assured of authentic and 
reliable data. To date more than 
150 models of heaters have been 
rated and data submitted for ap- 


proval by nine different oil heater 
manufacturers. 

The second accomplishment of the 
Standards Committee is the prepara- 
tion of a special weather zone map 
for a dealer to apply the efficiency 
of the heater he handles to the heat- 
ing needs of his particular locality. 

A careful weather and tempera- 
ture study were made of the entire 
United States, and four temperature 
zones were plotted as shown on the 
accompanying map. The amount of 
heat, expressed in B.T.U. required 
per hour to heat one cubic foot of 
occupied space in dwellings of aver- 
age construction, was determined for 
each zone. For instance, in a house 
with 4800 cubic feet of space to be 
heated, located in the “10 B.T.U. 
Zone.” the minimum heat require- 
ment would be 10 by 4800 or 48,000 
B.T.U. per hour. 

Thus with a standard rating on 
the efficiency of his heaters, and a 
definite knowledge of the minimum 
requirements for satisfactory heating 
service in his locality, the dealer is 
able to recommend the correct 
heater, in size and efficiency, to meet 
his customer’s requirements. 

Such knowledge will also enable 
the dealer to determine which mod- 
els are most suitable for his trade, 
and which will be the most popular 








OIL HEATER TENTATIVE STANDARDS 
Ww PLATE VIII - SECTION III 





SHOWING APPROXIMATE MINIMUM BTU PER HOUR, PER CUBIC Foot 
OF OCCUPIED SPACE, REQUIRED FOR DWELLINGS OF AVERAGE CONSTRUCTION 
SEE TEXT SECTION III TENTATIVE STANDARDS FOR OIL BURNING SPACE HEATERS 
INSTITUTE OF COOKING AND HEATING APPLIANCE MANUFACTURERS 
WASHINGTON, D. C. 6/1/39 


BASE MAP SUPPLIED BY 








OIL HEATER RATING COMMITTEE 


Copyright 1939-United Laboratories-Wichita, Kan, 


Weather zone map of the Institute of Cooking 
and Heating Appliance Manufacturers. 
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The Manufacturer certifies that Catalogue =." 
ratings on this heater are in accordance 
with the standards of the Institute of 
a _ Cooking and Heating Appliance Manufacturers 
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Rating seal of the Institute 


sellers. This will mean fewer carry- 
overs and less active models. 

More helpful information of this 
nature is being worked out by the 
standards committee and when com- 
pleted will be made available to oil 
heater dealers through the manu- 
facturers who are supporting this 
work. 


No Salary for Partner 
PARTNER’S only “take” is his 


share of the profits of the part- 
nership business. Unless he has a 
definite agreement with the other 
partners, he gets no salary for his 
services in the business. In a suit 
by a partner for compensation for 
services rendered by him to the part- 
nership the Court of Appeals of 
Kentucky recently said: 

“We find no merit in his claim for 
salary against the copartnership. 
The proof does not show an express 
agreement that he was to receive 
any salary from the copartnership. 
nor do the facts and circumstances 
create the implication that such an 
understanding existed to this effect 
between him and the other partners. 
In the absence of such express con- 
tract or facts creating such implica- 
tion, a partner cannot recover salary 
or compensation. even though he 
had control of the business and per- 
formed the major portion of the 
work.” 

Most partners settle this question 
by agreement among themselves. 
Sometimes they agree that each part- 
ner shall be paid a stipulated salary. 
Another plan is to allow each part- 
ner a weekly or monthly “draw” 
against his account: thus at the end 
of each fiscal period his total “draw” 
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Members of the Oil Division of the 
Institute of Cooking and Heating 
\ppliance Manufacturers are: 

L. A. Althoff Corporation, 66 N. 
Clinton St., Chicago. Ill.; American 
Gas Machine Company. Albert Lea. 
Minn.: American Stove Company. 
Lorain Division, Lorain, Ohio: Auto- 
matic Products Company, Milwau- 
kee, Wis.; Coleman Lamp and Stove 
Company. Wichita. Kan.: Detroit 
Lubricator Company. Detroit. Mich. : 
Estate Stove Company. Hamilton. 
Ohio; Evans Products Company. 
Detroit, Mich.: Florence Stove Com- 
pany, Kankakee. Ill, and Gardner. 
Mass.: Globe American Corporation. 
Kokomo. Ind.; A. J. Lindemann and 
Hoverson Company. Milwaukee. 
Wis.: The Moore Corporation, Joliet. 
Ill.; Oil Devices. Inc... Columbus. 
Ohio; Prentiss-Wabers Products 
Company. Wisconsin Rapids, Wis. : 
Quaker Manufacturing Company. 
Chicago, Ill.: Quincy Stove and 
Manufacturing Company. Quincy. 
Ill.; Silent Sioux Oil Burner Cor- 
poration. Orange City. Towa, and 
Viking Manufacturing Company. 
Akron. Ohio. 


for the period is deducted from his 
share of the profits. 


Sure of Insurance? 
BUSINESS man who has a 


policy of automobile or other 
insurance may find that he has no 
insurance at all. That is what hap- 
pened recently in Ohio. 

There an automobile _ liability 
policy lapsed and the holder applied 
to have it reinstated. The insurance 
company’s local agent gave him a 
receipt for the application and noted 
thereon the word “reinstated.” 
Thereafter the policyholder had an 
automobile accident, but discovered 
that he was not protected by the 
reinstated policy. The local agent 
had no authority to reinstate the 
policy because all applications were 
subject to acceptance at the insur- 
ance company’s home office. The 
accident occurred before the home 
office had accepted the reinstate 
ment application. 

Good idea to check insurance 
policies to see that they are duly 
executed by the proper officials of 
the insurance company. Not all 
local insurance agents have the au- 
thority to execute and sign policies 
for the company. 
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WITH STEWART FENCE 
AND OTHER PRODUCTS 


The veral Stew 


Chain Link Wire Fence 


you Carry 
and Ornamental ~ * 
Iron Fence 


stock. Sales are 
nade from 

ve Stewart literature 
jealer helps. Write today for 
letails Fore) o) be-echakeloume)aetelt tat: 


IRON 


~~ 


The Stewart Iron Works Co., Inc. 
637 Stewart Block Cincinnati, Ohio 


Greatest e 





PULSATING 
PERSONALITIES 


-..the men and women 
whose names and achieve- 
ments mean news always 
choose the Bellevue because 
every event of social, com- 
mercial and artistic importance 


in Philadelphia centers here. nude 
Historic 


Philadelphia 
in Your 
Itinerary 


BELLEVUE” 
STRATFORD 


IN PHILADELPHIA 


(Air-Conditioned CLAUDE H. BENNETT 
Restaurants) 





General Manager 
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A popular buy-word 
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HARDWARE 














HE score of years that these fine 

products of builders’ hardware 
have been offered to the trade have 
been marked by dependability in 
service always. 


It is little wonder that the endorse- 
ments of the many users of National 
Hardware have created the popular 
demand that exists today. Discrim- 
inating builders ask for these prod- 
ucts by their trade 
name and insist 
on the genuine. 


If you do not car- 
ry this hardware, 
you should write today 
for full particulars. 





National Manufacturing 
Company 
STERLING - - - ILLINOIS 
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Red Devil 


ELECTRIC 











AINT 
CONDITIONER 


Can of paint is scientific 

ally shaken up and down 

and sideways —1350 

shakes a minute Thor- 

oughly reconditions con- 

In tents in 2 minutes. Cans 
Perfect easily quickly inserted 
Condition All sizes fit from half-pint 
to gallon. Does not soil 


or mar can or label 


LANDON P. SMITH, INC. 


IRVINGTON, N. J. 

















American Hardware Mfrs. Assn. 
annual convention meeting with the 
National Wholesale Hardware Assn., 
Oct. 16 to 19, 1939, at the Marlborough- 
Blenheim Hotel, Atlantic City, N. J. 
Charles F. Rockwell, 342 Madison Ave., 
New York City, is secretary of the 
manufacturers’ assn. George A. Fernley, 
505 Arch St., Philadelphia, is secreta-y 
of the wholesalers’ assn. 


Cooking and Heating Appliance 
Manufacturers, Institute of, seventh 
annual convention at the Netherland- 
Plaza Hotel, Cincinnati, Ohio, Dec. 13 
to 15, 1939. 


Golf Tournament of the Eastern 
Hardware Golf Assn., tentatively set for 
May 18 to 20, 1940, at the Cavalier 
Hotel; Virginia Beach. H. L. Gilliam, 
The Wood Shovel & Tool Co., 9 Rocke- 
feller Plaza, New-York City, is secre- 
tary-treasurer. 


Golf Tournament, 14th annual tour- 
nament of the Hardware Golf Assn.. 
Sept. 14, 15 and 16, 1939, at the Elms 
Hotel, Excelsior Springs, Mo. R. A. 
Sundvahl, The Corbin Screw Corp., 321 
W. Randolph St., Chicago, is secretary- 
treasurer of the association. 


Machine Tool Show, Oct. 4 to 13, 
1939, at the Public Auditorium, Cleve- 
land, Ohio. Sponsored by the National 
Machine Tool Builders’ Assn. 


National Contract Hardware 
Assn. convention and exhibit, Oct. 2-5, 


Coming Conventions 


and Events 


Corrected each issue 
according to latest data 


1939, at Hotel New Yorker, New York 
City. J. Harold Dumbell, executive sec- 
retary, Fulton Bldg., Pittsburgh, Pa. 


National Federation of Implement 
Dealers’ Association, 40th annual con- 
vention, Oct. 9 to 12, 1939, Hotel Sher- 
man, Chicago, Ill. H. L. Covert, 322 
Searritt Bldg., Kansas City, Mo., is 
secretary. 


National Washer-Ironer Week, 
Oct. 14-21, sponsored by the American 
Washer and Ironer Mfrs. Assn., Chi- 
cago, Il. 


National Wholesale Hardware 
Assn., annual convention meeting with 
the American Hardware Manufacturers 
Assn., Oct. 16-19, 1939, at the Mazl- 
borough-Blenheim Hotel, Atlantic City. 
N. J. George A. Fernley, 505 Arch St., 
Philadelphia, is secretary of the whole- 
sale association, and Charles F. Rock- 
well, 342 Madison Ave., New York City. 
is secretary of the manufacturers’ asso- 
ciation. 


Packaging Exposition and Confer- 
ence, 10th annual; March 26 to 29, 
1940, at the Hotel Astor, New York 
City. Sponsored by the American Man- 
agement Assn., 330 W. 42nd St., New 
York City. 


Texas Hazdware and Implement 
Assn., 42nd annual convention and ex- 
hibit, January 23, 24, and 25, 1940, at 
the Adolphus Hotel, Dallas, Tex. Dan 
Scoates, College Station, Tex., is secre- 
tary-treasurer of the association. 


“Palming Off” 
Substitutes 


ATIONAL advertising of 
branded merchandise has 
pretty well done away with the old 
trick of “palming off” on customers 
inferior or at least different goods. 
Here and there, however, substitu- 
tion seems to be practiced as is evi- 
denced by a recent Illinois case. 
There a wholesale distributor of 
certain branded products brought 
action against a retailer to stop the 
retailer’s alleged unfair competition. 
The evidence was that when the dis- 
tributor’s branded products were 
called for, the retailer “palmed off” 
other items as those of the distribu- 
tor. This, the Court felt, was unfair 
competition even though the retailer 


sold to the general public while the 
distributor sold only to retailers. 

“The legal doctrine of unfair 
competition,” said the Court, “is a 
development of the idea that it is 
against public policy that the goods 
of one person should be offered for 
sale or sold as those of another.” 

“Palming off” in the legal sense 
is the substituting of other goods in 
the place of those asked for by the 
customer without informing the cus- 
tomer of the substitution. Of course, 
there is no legal or moral objection 
to a business man endeavoring to 
get his customer to buy a different 
brand or item. 
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E. C. ATKINS AND COMPANY e@ 410 SOUTH ILLINOIS STREET e@ INDIANAPOLIS e INDIANA 
R. MURPHY’S STAY-SHARP KNIVES | 
The Line That Makes Your Cutlery Counter Profitable } 
a — ; 
Your BEST 
‘SOLDER Buy 
t | You can sell Rubyfluid with for cepettties 
., | the assurance that it will do ACID CORE SOLDER 
| the things your customers 
| want it to do... and that it 
4 will make their job of soldering 
% | a simple one without a lot of 
f ————> | fuss or muss. Order Rubyfluid 
J ———— ——— a : Products (Flux— Paste— Acid 
- < \ Roofing Knife or Rosin Core) from your job- 
‘ lawn Knife ber or write direct . .. They’re 
J priced to give you top profits. 
Shirt Cutters and Pattern Makers Handles end Blades | The RUBY CHEMICAL CO. 
. Write for prices and complete catalog | 58 McDowell St. Columbus, O. 
Robert Murphy's Sons Co., Ayer, Mass. Est. 1850. | 

















CLEVELAND JUMBO GRIP 
TRACTOR CHAINS 


Large, specially twisted grip links 
take a deep hold in soil. Traction 
is continuous and steady. Mud is 
dislodged from chain by a slight 
rocking action of the links. Simple, 
Bpositive-type fastener affords unusual 
take-up—it is easy for one man to 
handle JUMBO GRIPS —the right 





i , 3 , t¥pe tractor chain for today’s busy 
! i SS farmer! 
ae aw A : CLEVELAND WELDED & WELDLESS 
sail § : : CHAIN FOR EVERY PURPOSE 


Order From Your Wholesaler 


THE CLEVELAND CHAIN & 
MFG. CO., CLEVELAND, OHIO 
$0. SAN FRANCISCO, CALIF., SEATTLE, WASH. 


You Should Have! 
MARBLES 
CATALOG of 
Sights, Gun _ Cleaners, 
Gun Oil, Knives, Safety 
Axes, Compasses, Fish 

Gaffs, etc. 
Write for Dealer Catalog of 


this nationally advertised 
line of steady sellers. 


MARBLE ARMS & MFG. CO. 


540 Delta Ave., Gladstone, Mich., U.S.A. 








wt . $ mY | 
1: Gols; (oles ¢-1 ake) aw (eo) (-) eae Wale) ousneneens.. coun. 








Drake is distinguished for the Pi aS ee 
spacious luxury of its rooms, 
the excellence of its cuisine. Yet 


tariffs are always moderate 


Under the Same Management as 


The Gotham The Blackstone 





e 


The Drake 


LAKE SHORE DRIVE + CHICAGO 


The Evanshire The Town house 





All Marble’s 
Products are 
American-made 




















Good Window Displays « « « « « « « «© « « «© @# «@ «# « « * 


And many dealers who require their own copy of Hardware Ate 


; i 1 it : i 
Ste son eniine Ont ap oan Rete a Gee a = ee or find it highly profitable to subscribe to eatra copies for their sales 


like attractive window displays of seasonable merchandise? 


force. 
Hardware Age is continually reproducing such window displays— The cost, $1.00 per year, is returned over and over in better 
its representatives are always on the lookout for new ideas. windows and increased trade. 











HARDWARE AGE, 239 West 39th Street, New York City 
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QUICK-SELLING 
GRAPH-AIR GUNS 


FAST-MOVING PROFIT MAKERS are these na- 
tionally advertised Dixon's Graph-Air Guns—for 
countless lubricating uses in home, shop, and garage. 


A squeeze of the gun shoots Dixon's Microfyne 
Lubricating Powdered Graphite straight to the 
source of friction and friction noises. And Microfyne 
stays put! Unaffected by heat, cold, moisture, or 
dust, it cannot gum, drip, or smell. Tops for quick, 
effective lubrication of all locks, firearms, fishing 
tackle, auto hood catches, tools, and everything that 
slides or rotates. 


Flexophane “‘Junior’’ model, shown 
above, comes individually mounted 
on display and instruction card. 900 
“shots” for 30¢. Throw away when 
empty. 


Long-lasting rubber, refillable mod- 
el, at right, sells fast at 75¢ filled. 
Can of eight refills sells for 50¢. Full 
instructions on wrapper. 

Both items sell tast wherever shown — and the profit 
is mest attractive. Write Dept. CC40 for literature, prices and propesition. 


JOSEPH DIXON. CRUCIBLE CO., JERSEY CITY, N. J. 


f DIXON'S GRAPH-AIR GUNS 
AND MICROFYNE GRAPHITE 















Now ALSO IN CANS 


in all popular sizes from % pint 
to one gallon. High tensile 
strength! Nationally advertised! 
Priced right! Ask your jobber, 
or write us giving your jobber’s 
name, for full information. 
THE McCORMICK SALES CO. 

420 Light St., Baltimore, Maryland 
McCormick & Co. (Canada) Ltd., Toronto 
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The “WHO MAKES IT?” issue of 


Milford, Pa.: Who makes the Re- 
mark adjustable vegetable slicer? 
Cuddeback & Co. 


ANSWER: Remark Mfg. Co.. 
Butler. Ind. 


De Funiak Springs, Fla.: Who 
makes the Howard watch? Fisher 
Hardware Co. 


ANSWER: E. Howard Clock Co.. 
211 Congress St.. Boston, Mass. 


Wappinger Falls, N. Y.: Who 
makes the Heatilator fireplace unit? 
Winne’s. 

ANSWER: Heatilator Co., 1937 
Jaquith St., Syracuse, N. Y. 


HARDWARE AGE enables you to 
quickly locate sources of supply and 
lps you answer many questions re- 


garding brand names, products, etc. 


Mechanicsburg, Pa.: Who makes 
the Waring Mixer? Ritters Hard- 
ware Store. 


ANSWER: Waring Mixer Corp., 
1697 Broadway, New York, N. Y. 


Millbrook, N. Y.: Where is the 
McCabe Hanger Mfg. Co. located? 
Millbrook Supply Co. 


ANSWER: 425 W. 25th St.. New 
Yorn, N. ¥. 


St. Paul, Minn.: Who makes gold 
miner's pans? Raymer Hardware 
Co. 


ANSWER: Wm. Boekel & Co.. 


Inc., 509 Vine St.. Philadelphia. Pa. ; 


HARDWARE AGE 
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MAKES IT?” 


Information regarding sources of supply as provided readers of 
HARDWARE AGE by the “Who Makes It?” editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buyers. 
This editorial feature in each issue supplements the service ren- 
dered by the “Who Makes It?” issue. When writing to the firms 
mentioned, state that you secured your information from the 


HARDWARE AGE Directory Number. 


Northwest Metal Products, Ine., 55 
Spokane St., Seattle, Wash. 


Lenoir City, Tenn.: Who suc- 
ceeded the Asgood Scale Co.? Eason 
Norwood Co. 


ANSWER: Binghamton Scale 
Mfg. Co.. Binghamton, N. Y. 


West Middlesex, Pa.: Who makes 
the Challenger 
Elmer E. Tribby. 


coaster wagon? 


ANSWER: Garton Toy Co., She- 
boyan, Wis. 


St. James, Minn.: Who makes the 
Acorn gas range? Hegstrom Hard- 
ware. 


ANSWER: Standard Gas Equip- 
ment Corp., Hamburg St., Baltimore, 
Md. 


Boston, Mass.: Who makes the 
Bovung fertilizer? H. M. Sanders 


Co. 


ANSWER: Walker Gordon Lab. 


Co., Plainsboro, N. J. 
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Midland, Pa.: Who makes the 
Double Header soft ball? Home 
Hardware Co. 


ANSWER: J. De Beer & Son, 
Albany, N. Y. 


x% % x% 


Who makes the 
Superior grain drill? Brownsville 
Hdwe. Co.. Ine. 


ANSWER: Oliver Farm Equip- 
ment Co., 400 W. Madison St.. 
Chicago, II. 


Brownsville. Pa.: 


*% % *% 


Romeo, Mich.: Please furnish the 
address of Markt & Hammacher Co.. 
Importers of Swedish White Ware. 
Otto Keils Hdwe. 


ANSWER: 194 West St., New 
York, N. Y. 


Philadelphia, Pa.: Who makes 
Sheeta-Skat insect diffusers? Murta. 
Appleton & Co. 

ANSWER: Crown Specialties. 
Inc.. 1107 Broadway. New York, 
Me. ¥ 


Hasbrouck Heights, N. J.: Who 
makes the Best Made lawn mowers? 
Foster’s Hardware & Plumbing Co. 

ANSWER:  Dille & McGuire 
Mfg. Co.. Richmond, Ind. 





All-In-One CEMENT 


Everlastingly strong. Ce- 
ments wood, glass, china, 
metal, linoleum, tile, paper, 
leather and _ bric-a-brac. 
Non - inflammable, trans- 
parent, no odor, not sticky 
to handle. In % and 1 oz. 
bottles, % pt., 1 pt., 1 at. 
and 1 gal. cans. Retails 
from 10¢ to $3.50 ea. in or- 
der given. In Display Car- 
ton that sells it. 





All-in-One Cement Company 


4633 Page Bivd., St. Luuis, Mo. 


DENISTON 


‘Lead Seal’”’ NAILS 


Get samples of this remarkable roofing nail 
which makes any kind of roofing give better serviee. 
Smart dealera everywhere sell it as a profit-maker 
and good will builder. Note the famous ‘Lead 
ffeal’’'—the lead under the head and down the 
shank actually plugs the nail hole with lead! ... 
Ask your jobber or write us for samples and dem- 
onstrator blocks. 


The DENISTON Company 
4840 S. Western Ave. CHICAGO. ILL. 























STOCK THIS QUICK 


K-R-O 
KILLS-RATS-ONLY 


Fast selling Rat killer—Not a poison—harmless to 
everything but Rats. Made of oven-dried red squill 

wn re for over 12 years. Nationally 
advertised in magazines, Farm and Poultry papers. 
Hardware stores big outlet. Powder (for Farms) 
retails for 75¢—Ready Mixed 35¢ and $1.00. A 
long profit item—a quick money maker. Hardware 
dealers write for prices. K-R-O Company, Spring- 
field, Ohio. 








The Original 
_ “HORSESHOE MAGNET” 
HAMMERS 


Steel Forgings, Perma- 
nent Magnets. The best 
magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack. 


ARTHUR R. ROBERTSON 
Sole Manufacturer 
15 Hathaway Street, Boston, Mass. 











THE FAMOUS 
ADE-O-MATIC SURFACE OVEN 


Bakes everything 


"al 







on top of 
the stove. 


ADE-0-MATIC 
COMPANY 
Wrigley Bidg. 
Chicago, Ill. 











It's GOOD BUSINESS fo sell 
DURABLE SAFETY DOOR MATS 















Designed for BEAUTY . Built for 
SAFETY. Made of selected tire fabrie on 
special heavy spring steel wire Herring 


bone weave. Durable Mats bring repeat busi- 
ness, offer bigger profits. 
Note to Jobbers—All Durable Mats are now 
tagged with your name, assuring you of the 
reorders. 

Sold only through Jobbers and Dealers 


DURABLE MAT CO. 772, Sr st 





Ask about our beveled all-around 
Rubber Nosing 











Classihied Opportumitien Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





| _Clansified Adwentining Rater | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words...... $3.00 
All capitals, maximum, 50 words... 4.00 
Each additional word...... 06 


Positions Wanted 
(Special Rate) set solid, maximum, 
50 words 
Each additional word ..........-.. 01 
Allow Seven Words for Keyed Address or Your Addre 


BOXED DISPLAY RATES 
| errr ere $5.00 
Each additional inch ........ 4.00 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 


4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 





HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St.. New York City 











| Positions Wanted | 





(Sales Representatives Wanted | 








HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street, 
New York City. 


SALESMAN TO HANDLE A LINE of fibre 
tool boxes. Massachusetts, New England, Ohio 
and other desirable territories now available. Must 
have following in wholesale and retail hardware 
trade. Attractive proposition as side lize. Write 
at once. Address Box D-625, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 











ATTENTION WHOLESALERS: 
YOU ARE SLIPPING if your business is standing 
still. Hardware wholesalers and retailers are losing 
ground too fast to chains, mail order and syndicate 
stores. A man, in the $10,000 class, who is helping 
solve this problem for one wholesaler, and who is 
still employed, is offering his service to one or more 
non-competitive wholesalers who want to go modern 
and make more money. Prefers Middle West or 
Pacific Coast. Please give 1938 gross sales. Your 
replies will be kept strictly confidential. 

Address Box D-628, care of HARDWARE AGE, 
239 W. 39th St., N. Y. City 














NEW YORK CITY SALES REPRESENTA- 
TIVE, 26 B a to call on Hardware Jobbing 
Trade and Retailers. Six years’ thorough experi- 
ence as a hardware man. ficient, Highest Cali- 
ue, a } eee ——w Basis 

ress Box D- » care o ARDWARE AGE, 
W. 39th St., N. Y. City. _ 


PURCHASING AGENT, 9 YEARS’ EXPE- 
RIENCE in the wholesale hardware and elec- 
trical manufacturing field. Age 29. Now em- 
ployed. Desires position with future and oppor- 
tunity for advancement. Any location. Excellent 
education. Best of references. Address Box 
D-523, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 


ENERGETIC AND AMBITIOUS YOUNG 
MAN, 23 years old, single, with driver’s license, 
desires position. Has had eight years’ experience 
in the hardware, paint, umbing and _ house- 
furnishing line, also thoreughiy experienced in the 
gas range field and major electrical appliances, 
such as_ refrigerators, washing machines, etc. 
Address Box D-530, care of Harpware Acer, 239 
W. 39th St., N. Y. City. 











SALESMAN, 38 YEARS OF AGE, WITH 18 
years’ experience as store salesman and traveling 
salesman in general hardware and kindred lines, 
wishes position either as store salesman or travel- 
ing salesman with a good reputable firm, willing 
to go anywhere; can furnish good references as 
to character, habits and ability. Address A. A. 
DAVIS, Seminole Hotel, Donalsonville, Georgia. 


MANUFACTURER’S AGENT, 35, WITH 
STRONG FOLLOWING in Metropolitan terri- 
tory New York and New Jersey with hardware 
jobbers, housefurnishing johbers, chain stores, 
also automotive jobbers and large auto chain 
stores, desires to represent manufacturer on com- 
mission basis. Fourteen years’ experience, good 
record, excellent references. Address Box D-611, 
ome of Harpware Ace, 239 W. 39th St., N. Y. 

ity. 








WANTED 


Sales Representatives 
who are well established among hardware retailers 
and jobbers for well-known line of locks and Jock- 
smith supplies. States now open: Florida, Alabama, 
Mississippi, Louisiana, Texas, Arkansas, Tennessee. 
State complete qualifications and references. 
Address Box D-615, care of HARDWARE AGE, 
239 W. 39th St., New York City 














SALESMAN TO HANDLE SIDE LINE; sin- 
gle item, sells readily to hardware and stationery 
stores, with immediate 50% salesman’s profit. Re- 
orders bring constant income. Address—Holland 
Printing Co., Holland, Michigan. 





SIDE LINE SALESMAN WANTED TO sell 
to Hardware & Housefurnishing Jobbers, also 
major Hardware and Appliance Stores. Article 
offered is a repeat seller. Commission basis. Ad- 
dress Box D-599, care of Harpware Ace, 239 W: 
39th St., N. Y¥. City. 





IF YOU HAVE ONE MAIN LINE but desire 
an additional line of straight every-day merchan- 
dise that will more than pay all your traveling 
expenses, then write full Metails of territory and 
line now carried to—The Walter S. Kraus Com- 
pany, Woodside, New York. 


WANTED — WELL-ESTABLISHED AG- 
GRESSIVE AND reliable tool salesmen to sell 
direct to industrial plants, machine shops, etc., a 
quality line of vises with unusual features. A 
splendid exclusive proposition is awaiting you it 
you are the right man. Give full particulars. 
Address—Fray-Mershon, Inc., 515 W. Windsor 
Road, Glendale, California. 





MANUFACTURERS’ REPRESENTATIVES. 
TO SELL LINE of high-quality locksets and 
builders’ hardware. In reply state nature of lines 
carried, length of time in territory, how frequently 
territory is covered. Territories open—New 
England, Deep South and Texas. Address Box 
D-623, care of Harpware AGe, 239 W. 39th St., 
N, Y. City. 

CHICAGO DUST AND OIL MOP manufac- 
turer ready for expansion wants experienced sales- 
men on commission basis, for Midwest territory. 
Exclusive territory and money making proposition, 
also protection on repeat business. Write terri- 
tory covered, lines carried, full details and ref- 
erences. Address Box D-624, care of Harpware 
AcE, 239 W. 39th St., N. Y. City. 








WANTED: REPRESENTATIVE WITH 
HARDWARE OR Mill Supply experience in 
Sales and Missionary work to travel New England 
territory on hacksaw blades. Permanent Posi- 
tion. Address Box D-566, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 





SALESMEN NOW CALLING ON HARD- 
WARE, paper and dairy supply stores in Penna., 
Va., Ohio, etc., to handle a standard product for 
reliable paper converter. Good volume, steady 
repeat business. Commission basis. State terri- 
tory covered, lines handled, experience, etc. Best 
of references required. Address Box D-560, care 
of Harpware Ace, N. Y. City. 





SALESMEN AND MANUFACTURERS’ 
AGENTS WANTED: Men already established in 
territory calling on wholesalers and major hard- 
ware dealers with non-conflicting items to sell 
high-quality line of grinding wheels, sharpening 
stones and hones. Quantity production on all 
items makes prices that will get business. Com- 
mission basis. Advise fully regarding territory 
covered and how long; also lines now handled. Ad- 
dress Box D-618, care of Harpware AGe, 239 
W. 39th St., New York City. 





WELL-KNOWN MANUFACTURER_ OF 
ENGINES, CONCRETE MIXERS, PUMPS, 
FEED MILLS WANTS SALESMEN CON- 
TACTING CONTRACTOR EQUIPMENT DIS- 
TRIBUTORS, HARDWARE JOBBERS AND 
PLUMBING SUPPLY HOUSES. PRO- 
TECTED TERRITORIES, STRAIGHT COM- 
MISSION. WRITE FULL PARTICULARS 
AS TO EXPERIENCE AND TERRITORIES 
COVERED. ADDRESS BOX D-616, CARE OF 
HARDWARE AGE, 239 W. 39th STREET. 
NEW YORK CITY. 


SALESMEN, SIDE LINE, TO CARRY ES- 
TABLISHED and well-known line of paint spe- 
cialties, brushing lacquers, paint removers, non- 
inflammable removers, thinners, waxes, etc. 
Southern, midwest and western territories open. 
Address Box D-614, care of Harpware Acer, 239 
W. 39th St., N. Y. City. 








SALESMEN CALLING ON ALL BUILD 
ERS’ HARDWARE distributors and lumber deal- 
ers wanted to sell inexpensive overhead door 
hardware sets on straight commission basis. Sev 
eral exclusive territories available. Repeat orders 
build up sales volume substantially. State limits 
of territory covered and products handled now 
Address Box D-621, care of Harpware AGe, 23° 
W. 39th St., N. Y. City. 





SALESMEN WANTED FOR THE LONG 
ISLAND territory, must be familiar with door 
hangers and tracks, ladders, etc., to call on 
hardware and paint stores. Must own car. State 
full particulars as to age, experience. Address 
Box D-620, care of Harpware Ace, 239 W. 39th 
St.. New York City. 





Samples of Merchandise, Literature, Catalogs, etc., will not be forwarded unless accompanied by full 


postage for remailing. 
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| Accounts Wanted —s | 


[ Business Opportunities | 








SALESMEN WANTED WITH FOLLOWING 
AMONG hardware and paint stores to sell as a 
side line a well establshed line of paint and bronze 
specialties, kalsomine, cold water paints, etc. Ex- 
cellent opportunity for right parties, protected 
territories. Liberal commissions. In reply state 
lines now carried and territory covered. Kadvess 
Box D-578, care of Harpware Acz, 239 W. 39th 
St.. N. Y¥. City. 











| Accounts Wanted —s| 











MANUFACTURERS’ AGENT 


Calling on the Wholesale Hardware and Mill 
Supply Trade in 
Penna., South Jersey, Delaware, Maryland and the 
District of Columbia 
WANTS ADDITIONAL LINE 
on commission basis. 
Fermerly Sales Manager for nationally known concern 
Address Box D-575, care of HARDWARE AGE, 
239 W. 39th St., N. Y. City 


ay 











CANADIAN AGENCIES WANTED, AC- 
TUAL HARDWARE lines or any of its allied 
lines. We are a young company, and at present 
our territory is the Island of Montreal. All our 
men have many years of experience in the hard- 
ware field. Capable of cash transactions. Please 
forward catalogs and orices. Address—JayBee 
Hardware Imports, 725 Querbes Avenue, Outre- 
mont, Quebec. 

MANUFACTURER’S AGENT CAN _ USE 
ADDITIONAL line of good repute. Well known 
by every wholesale and retail buyer in Eastern 
Pennsylvania, New Jersey, Delaware and Mary- 
land, having covered the territory for fifteen years 
enjoying considerabie success. Maintains office, 
warehouse, clerical help and two detail men. Ad- 
dress Box D-607, care of Harpware Act, 239 
W. 39th St., N. Y. City. 


| Basiness Opportunities | 





























SAVE ON PRINTING 

Modern methods, huge purchasing makes these low 
prices possible. Send check or money-order! F.0.B. N.Y. 
Save up to 40%! aan | an } eae 2 





OKLAHOMA CITY MERCHANDISE MART 
Attention—Housewares and Home Appliance 
Manufacturers: 

If you desire sales representation with a puneh in 
Cklahoma, with displays in Oklahoma City’s new 
Merchandise Mart, by an organization for ten years 
engaged in merchandise distribution, located right in 
the middle of the territory and with a seasoned sales 
force already in the field, we invite investigation and 
solicit your inquiries regarding our operation. 

RIER’S, INC., Manufacturers’ Agents 
Space No. |, Okla. City Mdse. Mart 














AGENCIES FOR CANADA. WE ARE in a 
position to handle a couple of good hardware 
lines. We have good warehouse space, if neces- 
sary. Apply Sho-Mor Display, 1230 St. Clair 
Ave. W., Toronto, Canada. 








MANUFACTURERS’ REPRESENTATIVE 
NOW EXPANDING OPERATIONS in Indiana 
and Kentucky wants volume lines of quality hard 
ware specialties, house furnishings, sporting goods. 
We have a large persou.al following, having been 
established in this territory for 20 years. Address 
Box D-612, care of Harpware Acre, 239 W. 39th 
St., N. Y. City. : 


COMPACT, REPUTABLE LINE OF HARD.- 
WARE wanted by salesman representing nation- 
ally known manufacturer. Well known to jobbers 
and dealers in New York, New England, New Jer- 
sey and Pennsylvania. Prefer jobbing set-up. 
Consistent missionary work guaranteed. Will pio- 
neer a meritorious line on right basis. Address 
Box D-626, care of Harpware Acer, 239 W. 39th 
St, . B. Gils. 





__MANUFACTURER’S AGENT HAS POTEN- 
TIAL OUTLET for volume lines, suitable for 
Hardware, Mill Supply, Builders’ Supply, Elec- 
trical, Plumbing, Sporting Goods, Grocers’ Sun- 
dries amd Housewares, throughout various sections 
of the country, Private Brands or Labels accep- 
table. Manufacturers interested in increasing 
their business are requested to submit full par- 
ticulars to Box D-605, care of Harpware AGE, 
239 W. 39th St., N. Y. City. 





5000 
Envelopes 6%” ......+.. o. $2.20 1.90M 1.30M 
Window Envelopes 6%”... 2.45 2.25 1.70 
Envelopes £10 ........... 2.60 2.10 
Letter Heads ............ 2.40 2.30 1.90 
Statements (Padded) 2.2: 2.00 


ccs Se 
References: Merchant’s Bank of N. Y. or your own bank. 
8. S. JOBBING, 651 Broadway, New York City 














COMBINATION HARDWARE, SPORTING 
GOODS, ELECTRICAL appliance business for 
sale. Established 30 years. odern fixtures 
throughout. Located South Florida. Stock in- 
ventory $22,000. Will sell on terms. III health 
reason for selling. Address Box D-568, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 

FOR SALE — CASH — SMALL ESTAB- 
LISHED paint and hardware business on North 
shore Long Island, New York. Inventory ap- 
proximately $3,500. Opportunity for other lines 
of merchandise. II! health and other business 
responsibilities reason for selling. Address Box 
1-622, care of Harpware Ace, 239 W. 39th St., 
N. ¥. City. 


PARTNERSHIP OPPORTUNITY. YOUNG 
MAN MUST be fully experienced in the retail 
hardware business. ood opportunity to join in 
partnership with a firm in New York City, estab- 
lished for fifty years. Must have capital and 
devote entire time to the business. Address Box 
D-619. care of Harpware AcGr, 239 West 39th 
St., N. Y. City. 


WANTED ON CONSIGNMENT, LINE OF 
refrigerators, stoves, radios, washing machine“ 
and other miscellaneous small and heavy hardware 
items. Have good reason for seeking this mer- 
chandise on consignment. Have space to properly 
display merchandise. Located in southern In 
diana. Address Box D-613, care cf Harpwart 
Ace, 239 W. 39th St., N. Y. City. 


WHOLESALE AND RETAIL HARDWARE 
AND apartment house supply seeks partner with 
small-amount of cash for half interest in worth- 
while growing business. Salesman with a follow- 
ing or would merge with similar business. Un- 
usual opportunity for the right party. Highest 
references. Act quickly. Address Box D-627, 
care of Harpware Acre, 239 W. 39th St., N. Y. 
City. 














“EFFECTIVE DISTRIBUTION 
THROUGH 


MANUFACTURERS’ AGENTS” 


Just off the press. A practical book of 
32 pages written by a practical man, 
based on the experience of eighteen 
years’ selling through manufacturers 
agents. Gives definite suggestions on 
selection, handling, territory set-up 
and other important facts and methods 
that have proved successful in building 
sales. 

Every sales manager and general man- 
ager should have a copy. Price $1.00 
per copy. 


WALTER A. ALLEN 
414 Chapel Street New Haven, Cona, 














FOR SALE HARDWARE _ BUSINESS. 
CLEAN stock of shelf hardware—no implements. 
Located in county seat, northwest Indiana in the 
heart of cornbelt. If interested address: Jay 
W. Smith, Fowler, Ind. 


MERCHANDISE WANTED—I BUY FOR 
cash small or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hradware and harness line. Write 
me what you have to offer. Address Harry J. 
Epstein, 815 Central St., Kansas City, Mo. 


HARDWARE BUSINESS IN EASTERN 
PENNSYLVANIA, town of 7000 population, long 
established, doing good business, inventory about 
$8,300. Will sell for $7,500 cash. Must sell on 
account of health. Address Box D-617, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


FOR SALE: RETAIL HARDWARE BUSI- 
NESS and store in small central New York 
State town. Inventory $7,000. Good, clean sala- 
ble stock. Heirs wish to sell because of death of 
former owner and manager. Wish to sell both 
business and property, but business may be bought 
separately. Address: R. W. Tyler, Hancock, N. Y. 


FOR SALE — HARDWARE, CHINA, 
KITCHENWARE, electrical appliance business 
in an upstate New York city, 50,000 population, 
120,000 trading area. Inventory approximately 
$38,000. Sacrifice. Will sell fixtures separately 
with 6 months’ delivery. Approximately $5,000. 
Modern wall cases, table, and eight ‘Aikman’ 
style floor shelves. Address Box D-608, care o1 
Harpware Ace, 239 W. 39th St., N. Y. City. 





Help Wanted ] 


MAN WITH HARDWARE EXPERIENCE 
TO ASSIST in retail store. Address-—Ensley 
Hardware, *Olathe, Kansas. 











CLERK WANTED—SMALL TOWN, NEW 
YORK AREA, window dresser, gentile. Good 
knowledge of hardware, plumbing, housefurnish- 
ings and electrical supplies. Married preferred. 
Nominal salary to start; references required. 
Send full details. All replies strictly confidential. 
Address Box D-610, care’ of Harpwarr Ace, 239 
W, 2m St. MN. ¥.. City. 








classified advertiser in 





in the hardware trade. 





The Story of the 
“WANT AD” 


A Business paper’s value as a vehicle for 
“Want Ads” depends upon how widely and 
thoroughly it is read in its field. Every 


tisement in HARDWARE AGE offers spon. 
tan evidence of his conviction that this 
paper is most widely and thoroughly read 





Year after year HARDWARE AGE has led its field 


in the volume of classified as well as display adver- 


a valuable aid in bringing together buyer and seller. 


placing his adver. 


tising published. @ Its classified columns have proven 


employer and employee. 
hardware trade most closely know, from observation 
and experience. that HARDWARE AGE is most 
widely and thoroughly read by live hardware men. 


-+ + HARDWARE AGE -- - 


239 West 39th St., New York City 


Those who contact the 
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To completely satisfy your customers, ask your jobber for COLUMBIAN 
ar rv You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in % inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 






























DOOR HANGERS 


Roll smoothly and easily with 
the heaviest doors. 


Dependable Products Since 1888 


COBURN TROLLEY TRACK CO. 
50 Canal Street Holyoke, Mass. 









Genu'"" DOMES 9 SILENCE 
pees SILENTLY - ~ SOFTLY - SMOOTHLY 
Oc SAVE FURNITURE 

& FLOORS-CREATE QUIET 


f Silence 


Rubber Cushic 


Marble 


Ask your Jobber. If he is not supplied write to 


DOMES of SILENCE, Inc., 35 Pear! St. N.Y. C. 
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The EDLUND Line of 
EGG BEATERS 


Is The Line Of 
LEAST RESISTANCE 


Best known and best liked by dis- 
criminating users, Edlund Egg Beat- 
ers produce steady profits for dealers. 
Complete line of five models avail- 
able. The No. 3 model, retailing for 
50¢, now made with Stainless Steel 
beating blades. 


EDLUND COMPANY 


Burlington, Vermont 
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@ It's easier to sell Gardiner Solders. 





Users everywnere 


know the Gardiner trade mark as a sign of highest quality, uniformity 
and economy. The famous Gardiner Repair-All Household Package 
will win you the cream of the big home market. Farmers, mechanics, 
garages and other |, 5, and 20-pound spool buyers show a marked 
preference for solders bearing this brand name. Order Gardiner 


Solder by name from your jobber. 
> (2 


4821 S. Campbell Ave., Chicago, III. 


4) 


=e C ardiner = 
me EN SM METAL CO. #7, 











—here’s how to get 
More Business! 


E'LL send you newspaper clippings of the best merchandising 
ideas, as well as copy and layout suggestions from companies 
of your own type. Each customer chooses just what he wants. Let 
us put on your desk regularly advertising clippings showing what 
the leaders are doing; only one idea a month will more than pay 
for the service. We clip ads from several hundred cities. 
If there is any time that Executives want ideas, it is right NOW. 
We operate the largest ad-clipping bureau in the country. All ads 
are selected by an experienced staff; no long term contract re- 


quired. 


Use coupon below to learn more about this valuable service and 
special short term trial offer. No obligation, of course. 
Executives: write for full details on your 
company letterhead, stating your title. 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service Organization 


342 Madison Avenue 


New York City 
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FREE 





gust buy 8 dozen 
Velb. CROSS TACKS 
from your yobber 


CROSS 








EAST JAFFREY, N.H. 












Exclusive 
selling features 


CLOSED 


Locking Device.Locks 
easily by hand. Insert 
notched edge into op- 
posite groove, forming 
tight seam. Can't pull apart. 


slightly for easy fit- 

ting. Crimp fades away 
rapidly, giving wide, smooth 
surface which assures tight 
assembly. 


Short Fade-Away 
3 Crimp. Edge turned in 


These exclusive features of 


| [OCK JOINT 


put 


UNC. 


(Patent No. 2,038,389) 


’in your sales story 


to help you move more stove pipe ; 


MILCOR:; en atisonlng g advancements 


CLOSED 


Non-Slip End Lock. 
New feature prevents 
up-and-down move- 
ment of lock. Prongs 
on locking tongue fit con- 


cealed slot, 


The holding power of the 
Milcor Fade-Away Crimp is 
demonstrated below. Three 
lengths of 28-gauge stove 
pipe support almost 100 
pounds without sagging. 


bring you a big, profitable share of 


the stove pipe business » » » 


Here’s the handsome stove pipe that really gives you 
something to talk about on the sales floor—exclusive 
features that make your customers realize here is 
the easy-to-handle strong pipe they want. 


You enjoy a real edge on competition when you stress 
these unequalled selling points: (1) The Locking 
Device — locks quickly and easily by hand. . 
(2) the Non-Slip End Lock — prevents up-and-down 
movement of lock . . . (3) the Short Fade-Away Crimp 
— for increased strength and tight assembly that 
eliminates the danger and unpleasant odor of leak- 
age. Customers are quick to recognize the value of 
these features and enthusiastic about the results they 
get with LockJoint. 


Get set for profits this season. Order your stock of 
popular LockJoint from your jobber today. Available 


in all standard sizes, in top-grade metals. 
H-13 & H-13A 


Corrugated elbow and 
adjustable elbow, part 
of complete assort- 
ment of accessories. 


Frnro 


MrcooR, STE EL ComPaAnyY 


MILWAUKEE, WISCONSIN 1o7-9, bu e). Fe) 1(e) 


CHICAGO, ILL. @ KANSAS, CITY, MO. ¢ LA CROSSE, WIS. 
BALTIMORE, MD. *© ROCHESTER, N.Y. 


Sales Offices: Minneapolis, Minn.; Little Rock, Ark.; Dallas,. Texas 
Denver. Colo.; Washington, D.C.; Boston, Mass. 
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VITA-VAR QUALITY 
CONFIDENCE 


FOR MORE THAN 50 years 
ViITA-VAR PAINTS 


have been the finest quality paints produced. 
They have not only kept pace with modern science 
—but they have led the field in modern scientific 
paint-making. Paint distributors throughout the 
country are unanimous in agreeing that VITA-VAR 
PAINTS BUILD BUSINESS BECAUSE THEIR QUAL- 
ITY BUILDS CONFIDENCE. Tie in with Vita-Var.. 
the paints that meet today’s demand for quality! 


% WAKE UP TO MODERN 
Ag) PAINT POSSIBILITIES! 
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V/TA-VAR CORPORATION 


PAINT ENGINEERS SINCE 1888 » NEWARK « NEW JERSEY + U.S.A. 
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1843-Suppueicu’s MVETY-SIX YEARS OF HONORABLE SERVICE-1939 
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‘Quarry Counts” 


(necisTeRED) 


»  MSKTHE USER 
p Try A SAMPLE 


May 7 /)//- mY Vay,’ 


“DIAMOND EDGE 1S_A QUALITY PLEDGE” 
Shapleigh National Series No. 2277 


HARDWARE AcE 





